gg neg alll fn NEWSPRINT—GREAT CONCERN’ (sro mess) 
SOFT DRINKS BATTLE STARTS 
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THE ORGAN OF BRI ADVERTIS I 


= Tit 
© BIGGEST 
= SALES 


® INCREASE 


during the year ending December, 1953, 
of any A.B.C. general publication 


We are entered on an age of tremendous activity in the 
making of new homes. 

One result of this is the *phenomenal sales advance of 
IDEAL HOME Magazine—the beautifully produced 
monthly which is playing a big part in guiding the 
nation’s taste in the creation of beautiful 

modern homes. Home-lovers are learning fast that 
between the covers of IDEAL HOME is a vast 
department store — the whole range of everything a 
modern home needs. ‘lo them, every page is news, 
every advertisement valuable information, for they 
urgently need to know what and where to buy just as 
much as they need to know how to create and plan. 

And so today we find every issue of IDEAL HOME 
carrying a record volume of advertising, and selling 
far, far above last December's A.B.C. figure of 160,918. 
Make your space reservations early and watch 

for a new sales record. 


*31% during the 12 months ending December, 1953. 


IDEAL HOME 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 
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Flag-wagging 
or threats ? 


Sin,-Is it not time that those 
obscure powers which, with 
seemly discretion and under the 
guise of “Information,” direct our 
official propaganda services, in- 
dulged in a radical re-orientation 
of their policies? 

During the war period a mili- 
tant Ministry exhorted us daily, 
from every possible vantage 
point, to enrol in this, join that, 
do the other—all with a quite 
satisfactory degree of success— 
but nowadays, with authority 
regularly exhorting us to export 
more, sell harder, be more com- 
petitive, arise from our lethargy 
or perish under the weight of 
German, Jap, American and any 
other competition, | look around 
with dismay and disappointment 
for any signs of some peacetime 
counterpart of the great wartime 
publicity campaigns which stirred 
the heart and boosted both 
morale and production. 

Have we nothing to shout 


THIS WEEK 
How to advertise overalls—page 16. 
NEXT WEEK 
Agricultural Market survey. 


about? Are we completel 
hind the times in veevdiaat 
Have we nothing with which to 
comfort ourselves, to spur us on 
to even greater efforts? Of 
course we have, and plenty of 
ople other than the British 
now it all too well. 

One reads regularly in the 
American press of famous British 
products which are sweeping their 
markets, of our sports cars 
which are so popular that many 
towns have their own “British 
Sports Car Clubs,” of British 
tonic waters without which no 
highball is complete, and so on. 
But all one hears from official 
spokesmen at home is a constant 
cacophony of threats of extinc- 


ii 


To The Editor... 


tion if we do not arise, go forth 
and sell more. 

Of course we can, and must 
do better; of course we must 
crack the whip. We cannot 
afford complacency, but why not 
let us tell the British worker how 
he is helping to storm the world's 
markets-—let'’s give him a bit of 
encouragement. Let our Inform- 
ation Services tell Britain what 
she is doing. Let's have some 
good rip-roaring campaigns in 
the true spirit of this New 
Elizabethan era, heart-warming 
campaigns which will inspire the 
Briton with pride and enthusiasm. 
We've quite a bit we can crow 
about-—-and we'd soon have a lot 
more. 

C. H. L. Venn. 
115 St. George’s Square, 
Westminster. 


How the ‘the ‘skinny 
hoyden’ ad pulls 


Sirn,—“Will you be lured to 
France by the chance of travel- 
ling with this skinny hoyden in 
the two-piece bathing costume?” 
asks “Copytaster” (March 25) 
referring to a seaside advertise- 
ment of our client, the French 
Government Tourist Office in 
London. 

The answer is: “Yes.” I am 
authorised to state, on their be- 
half, that the response has been 
exceedingly satisfactory. 

The Caterer and Hotel Keeper 
of March 20 devotes the leading 
article to the poster derived from 
the same drawing, holding it up 
as an example for British tourist 
advertising to follow. Which 
just shows how tastes differ. 

“Copytaster” complains that no 
costs are mentioned in the copy. 
My clients are not a_ tourist 
agency: they place no bookings, 
sell no tickets. It is hardly with- 
in their functions to quote costs 
for specific holidays. For that 
the reader is referred to the travel 
agent. 

The majority of British holiday 
makers are looking for the sun- 
shine, good food, good service 
and good bathing the copy 
promises. The pseudo-French 
and very precious approach sug- 
gested Pac “Copytaster” (‘ ‘her 
oung daughters beautiful, etc.’’) 

s surely been worked to death 
by now; in many people it pro- 
duces a reaction of nausea. 
Plain, straightforward, simple 
copy, without frills, remains the 
best result-getter. 

J. F. Sova. 


Managing Director, 
Havas Ltd., London. 


Which comes first 
—media or ad ? 


Sirn,—Mr. Wynne-Williams in 
his valuable article on “Advertis- 
ing—the highest paid salesman” 
(March 18) raises one very con- 
troversial point. 

He says, “The final choice of 
media should be left until copy 
and layout are in an advanced 
stage of preparation,” and again, 
“However cheap a publication 
may be on a cost per thousand 
basis, omit it from the schedule 
if copy and layout are completely 
out of harmony with its ‘editorial 
content 

To create an advertisement or 
a campaign, and then to look for 

somewhere to place it is surely 
— the cart before the horse. 

javing answered the question 
“Who are we talking to?”, the 
next logical step is to decide 
how best to reach our prospects. 
Only then can we decide on the 
message to put across. Until the 
media list is chosen, therefore, I 
maintain that neither pen nor 
pencil should be put to paper. 

In the same way, when 
products with a popular appeal 
can be profitably advertised in 
widely differing media, it is 
surely a better policy to slant 
advertisements to the various 
media than to curtail the media 
list. 

Joun R. H. YEOMAN. 
Foote, Cone & Belding Ltd. 


Problems of agency 
recognition 

Sir,—Mr. Brook-Hart’s article 
on the future of the advertising 
agency (March 25) gives us all 
an opportunity to speculate. 
While the goal he looks towards 
may be a desirable one, I think 
advertising agents will always be 
up against the small or medium 
sized firms who say, as the man- 
aging director of one did to me 
only last week: “I am pleased 
to use your services but it must 
be on the understanding that it 
does not cost me anything beyond 
your charges for art work and 
blocks.” 

In these cases it is assumed 
that the agency commission will 
enable agencies to operate on 
this basis,and it must be admitted 
that this system often works very 
well indeed. 

I do agree, however, that one 
organisation in particular is doing 
its best to undermine this system. 

I am an unrecognised agent. 
There is no reason given for my 
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“Sells everything 
Aeronautical” 
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non-recognition except a hint as 
to size. Many members of the 
organisation referred to are glad 
to have our help and co-operation 
in the production of advertising 
for clients who take space in 
their publications. Having had it 
they charge us their full gross 
rates as if we were not acting as 
agents. We explain that we are 
operating at a loss on the trans- 
action and they apologise and 
say that they are not free to 
allow us any commission; in fact 
they are bound not to do so. 

The system as it is at present 
operated is iniquitous and I think 
that it is time some stand were 
made to alter it. 

Is this the kind of thing which 
makes for good business integrity 
or does it open the door to cor- 
ruption? And which do we, in 
advertising, want? Are integrity, 
solvency and an understanding of 
advertising no longer important? 
Of course they are and that is 
why I personally would be very 
interested to know what can be 
done to break down this present 
system so far as it stops bona fide 
agents obtaining their agency 
commission. 

REJECT. 

(Name and address supplied.) 


Bouquet 


Sir,—I have been a constant 
reader of all the United States 
and Canadian advertising publi- 
cations for many years but have 
never seen one that covers its 
field more thoroughly or more 
interestingly than does your 
excellent journal. 


H. G. PENMAN. 
76 Grange Road, 
Ealing, W.5. 


SAYING IT WITH FLOWERS 


Advertisers and agents have been 
“button-holed” for the autumn 
issues of Modern Woman. The 
current issue has been sent to them 
by Stuart Mander with an artificial 
marguerite in surrounding 
folder. 


knitwear & Stockings eves: wim + mocence 


A SPECIALISED TRADE JOURNAL WITH CONCENTRATED SELLING POWER 


Apply for particulars to Advertisement Manager, KNITWEAR & STOCKINGS 47 Hertford Street, Mayfair, London, W.! 
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hat is your LO? 


After many months of hard, exacting work and intensive research, BIA experts 
have compiled this list of questions. Each is designed to enable advertising 
men at board level to quickly determine their intelligence quotient. 


How many regular patrons has the Folies (a) cinquante 
(b) quatre-vingt 


Bergere? (c) encore plus 


How many Communists are there in the (a) 2 
U.S.A. (outside Sing Sing)? SF tania 


How many attendants are there in the (a) 27 
White Man’s Graveyard? o au 


(d) 27 
How many secret drinkers are there (a) sheven thousan’ 
an’ hicty four 
(b) everyone owning 
an ulcer 


in the Advertising Profession? 


5 How many Retail Grocers beat their (a) dozens 
(b) only the married ones 
(c) all of them 


ANSWERS 


1. Sorry — didn’t notice; 2. Ask Comrade 
McCarthy; 3. (b); 4. Our research men are still 
out; 5. (a), (b) and (c). 


CHECK YOUR RATING 


Score 3 for right, 0 for wrong. Maximum possible 

is 15 points. 

15 — you're a shocking liar and should go far. 

10-14 —Read our Mailway Catalogue. There's 
hope for you yet. 

5-9 —Get our Mailway Catalogue anyway. 


We at BIA specialise in direct mail. All 
our resources are directed towards 
providing accurate, comprehensive mailing 


You can always look at the pictures. 

3-5 —You're cither (a) a Managing Director 
so it doesn’t matter or (b) you never 
will be—so it still doesn’t matter. 


lists. It is our proud claim that only BIA 
can offer the greatest possible coverage 
with the highest degree of accuracy, 


under 3 —Stick to stamp collecting. 


SEND FOR BIA’s NEW, FREE Mailway Catalogue listing the number of addresses available under each cate- 
gory. It also explains the methods of determining prices, accuracy and necessary coverage. Write for a copy today. 


BRITISH & INTERNATIONAL ADDRESSING LIMITED 


BiA MOUSE, DEPT, 8B, CHALTON STREET, LONDON. H.W.1. Telephone: EUSTON 5262/6 
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BECAUSE of its sparkling vitality, its exclusive 
up-to-the minute features and its authoritative 
information on every feminine interest, 
WOMAN'S ILLUSTRATED stands alone in the 
affections of well over half-a-million of Britain's 
most fashion-minded, beauty conscious women. 


A brilliant beauty series by Thelma Holland, 
the Queen's Beauty Adviser . . . fashion guidance 
by Christian Dior . . . family knitting patterns .. . 


Economy Designs for the home dressmaker by ‘ii aan wl 
Norman Hartnell and Pierre Balmain . . . romantic 

serials by Denise Robins and Barbara Cartland. ag 
These features are characteristic of the editorial neem 
enterprise which is doing such great work for mm 
WOMAN'S ILLUSTRATED advertisers. Ms 


gooK NOW ae 


At 11/8d. per large gravure page per thousand, 
WOMAN'S ILLUSTRATED is the best 


advertising investment in its field. Space is very 
much in demand so make sure of your bookings 


for the remainder of 1954 by placing them NOW. pe aa, % 


AN A.P. PUBLICATION - PAGE RATE £300 
4'/,” WEEKLY 


A. W. Burnett, Advertisement Director, The Amalgamated Press Ltd., The Fleetway House, Farringdon Street, London, E.C.4 
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Sparkle and Vitality! 
Verve and Pace! 
Plas a flair for 
selling to women! 


Vol. 164 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 2,127 


‘Phone: Chancery 8844 


55/- Overseas 
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Veroe and Pacel 
Plas a flair for 
selling to women! 


COLOUR PAGES ... POSTERS .. . FILMS 


Soft drinks summer 


ad battle begins 


M AJOR advertising by the soft drink manufacturers breaks 
this month. Agencies who have been working all winter 
in preparation for the summer sales effort have now put the 


finishing touches to campaigns. 


One of the biggest schemes will 
be for Coca-Cola. Back covers 
in full colour have been booked 
in national weekly magazines by 
the agents, London Press Ex- 
change Ltd. 

“When you're out for pleasure, 
Pop in for a Pepsi” will be the 
slogan for Pepsi-Cola advertising 
in London and regional news- 


papers. ga, : 

The press advertising will be 
supported by a powerful 16- 
sheet poster campaign, bus fronts, 
a one-minute colour cartoon film, 
filmlets and slides in cinemas. A 
wide range of point of sale 
material has been produced by 
the agents, Masius and Fergus- 
son Ltd. 

Bovril entered the soft drink 
battle with the announcement 
last week-end that they had 
acquired the Apollinaris drinks— 
Jaffajuce and Four Seasons. 

It is planned that advertising 
for these two lines will be much 
heavier than hitherto. The 
account will remain with Napper, 
Stinton, Woolley Ltd. It is un- 
derstood that the two soft drinks 
will be used to offset the natural 
decline in sales of Bovril during 
the summer. 

A major campaign for Solo 
orange squash will use national, 
ag y and trade press backed 

y full colour posters on main 
line railway stations. Mason- 
Peacock Ltd. are the agents. 

Colour pages have been booked 
by Clifford Bloxham and Part- 
ners Ltd. in popular and class 
magazines for Schweppes range 
of fruit squashes. 

Extensive advertising is planned 
for the two drinks recently 
launched by O. R. Groves Ltd. 

Sunkap, the orange drink being 
made under licence and distri- 
buted by dairies in one-third pint 
bottles, and Sunfresh, a concen- 
trated orange drink distributed 
through normal outlets. 


New advertising for Sunka 
breaks on Monday with a half- 
age in the Daily Express fol- 
a by other large spaces in 
national daily and Sunday news- 


papers. 

Distribution for Sunfresh is 
still confined to Kent, Sussex, 
Surrey, Hampshire and London 
and advertising is restricted to 
the London evenings. A heavy 
campaign will be launched, how- 
ever, when national coverage is 
achieved later in the summer. 
Colman, Prentis & Varley Ltd. 
handle both products. 

A proposed collective adver- 
tising scheme by the National 
Association of Soft Drink Manu- 
facturers will give added weight 
to the soft drink sales drive. 


‘Sunday Times’ cuts 
selling price 


The Sunday Times selling price 
is to be reduced from 4d. to 34d. 
starting on Sunday. 

Sales are now stated to have 
reached a record high level. 
The price cut is intended to make 
the paper available to a wider 
readership. 


— 
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At the annual dinner of the L1.P.A,. (l. to r.: Rt, Hon, Maleolm 
McCorquodale, M.P., Hubert A. Oughton, Sir Harry Pilkington, 
Lady Thomas and Norman Moore. 


Agents urged to answer critics’ 


‘rubbish’ with more vigour 
More vigorous contradiction of the “superficial rubbish” some 


critics talk about 


advertising was urged by 


Malcolm 


McCorquodale, M.P., at the annual dinner of the Institute of 
Incorporated Practitioners in Advertising on Tuesday night. 


“I have been much disturbed 
recently at some of the party- 
political attacks made upon ad- 
vertising generally by people who 
should, and I suspect do, know 
better,” he said. 

“What has happened is that 
television has got caught up in 
the wider political battle of state 
versus private enterprise, and un- 
fortunately advertising has been 
used as party ammunition in a 
way which never should have 
happened. We have heard over 


and over again the nonsense 
about the cost of advertising, its 
inflationary effect and the seduc- 
tion of the unthinking consumer. 

“I cannot help wondering why 
you and your great Institute have 
not responded more vigorously 
to contradict such superficial 
rubbish. 

“After all advertising is pri- 
marily concerned with stimulating 
efficient movement of goods from 
the maker to the consumer. We 

@ Continued on page 4 


modern woman 


WELL OVER 200,000 
NET SALES TO 


WOMEN 
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IIPA plan to admit specialist members 


WHY INSTITUTE HAVE EMBARKED ON 


SHORTLY BY THE 


NEW READERSHIP SURVEY 


A SCHEME FOR INTRODUCING A 
CATBGORY FOR SPECIALISTS IS 
INSTITUTE OF 


NEW MEMBERSHIP 
BE CONSIDERED 
INCORPORATED 


TO 


PRACTITIONERS IN ADVERTISING. 


This was announced by the 
president, Hubert A. Oughton, at 
the annual meeting of fellows 
and associates of the Institute on 
Tuesday afternoon, 

Mr. Oughton said: “I hope 
that, at the end of April, or early 
in May, it will be possible to 
hold an extraordinary general 
meeting for the purpose of 
approving, among other amend- 
ments to the Articles of Associa- 
tion, the introduction of a new 
membership category for 
«necialists. 

“The modern advertising 
agency is a highly specialised 
business, After much careful 
thought and discussion it has 
been recommended that the In- 
stitute should admit to member- 
ship specialists in the fields of 
commercial art, market research 
copy, press media, mechanical 
production and printing, outdoor 
advertising, films, radio and tele- 
vision, overseas advertising, 
public relations and financial! 
advertising. 

“This is a major step by the 
Institute but, in my view, a 
thoroughly realistic one. I can 
see no possible reason for deny- 
ing membership to those who, 
to-day, play a vitally important 
part in our business; similarly, 
| see every reason why the 
Institute should be greatly 
strengthened by the addition of 
first-class agency executives who 
happen to specialise_in one or 
other of the branches of our 
business. 


*We can’t do without them’ 


“If we can't do without them 
in our business, then we cer- 
tainly can't do without them in 
the Institute.” 

(Present membership of the 
Institute totals 989, thus com- 
prised: Incorporated _ practi- 
tioners 140, registered practi- 
tioners 76, fellows 128, honorary 
fellows 4, associates 641.) 

Mr. Oughton expressed the 
opinion that it was a very good 
thing that admission to the In- 
stitute could now be gained only 
after examination. The Institute 
had been strengthened port 
this decision, but also by the 
mission to membership of many 
prominent agency men and 
women—with the result that to- 
day it was truly representative 
of the best in the advertising 
agency business. 


plan for je relations 

on the part of Institute has 
been 

The annual rt stated that 


the Institute’s national readership 


survey will be published shortly. 

It added: “ of the prin- 
cipal reasons for embarking on 
this new survey was the feeling 
that, without any criticism of the 
responsible work already being 
done elsewhere, it was desirable, 
in principle, that national and 
regional surveys of this nature 


should be undertaken by a 
je independent organisa- 
on.” 


@ Continued from page 3 
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The new “Daily Mirror’ display opposite Gamages in High Holborn. 


‘How advertising is still 
seriously handicapped’ 


in Britain are a manufacturing 
nation. We all know now that 
we must sell our goods in the 
world competitive market or we 
will go under. 

“Surely you should be asking 
your critics, politicians, bishops, 
ex-ambassadors and the rest, 
‘Where would Britain be, how 
long could Britain live, without 
advertising?’ ” 

Responding, the president, 
Hubert Oughton, said that with 
the return of greater freedom of 
choice for the public, advertis- 
ing must exert an increasing in- 
fluence on the buying habits of 
the people, and in this capacity 
advertising, and advertising men 
and women, must assume a 
greater responsibility for the 
continued maintenance of a high 
standard for British advertising. 

“It is some satisfaction to the 
members of this Institute who 
have fought so hard and for so 
long,” he said, “that advertising 
is now recognised as an integral 
part of the function of selling 
and distribution, and an im- 
portant factor in ensuring the 
achievement and maintenance of 
a high standard of value and 
quality in the goods and services 
advertised. 

“But advertising is still very 
seriously handicapped. There is 
not enough newsprint; not 
enough space in our great news- 
papers and magazines, not 
enough outdoor advertising 
space, nor is there sufficient 
space on the cinema screens.” 

Mr. Oughton thanked media 
owners for the fact that, in spite 
of the heavy demand for adver- 
tising space, the introduction of 
a new product was invariably 
given a fair chance. 

He paid tribute to the press 
for the way in which the great 
newspapers were willing, at the 
last moment, to take out adver- 


tising that might be connected in 
the public mind with a serious 
accident. 

“In face of all the complexities 
of the advertising business and 
profession to-day,” he continued, 
“and all the additional services 
demanded of the advertising 
agency, I hope that we shall con- 
tinue to remember that advertis- 
ing in Britain still relies basically 
on the creative skill of advertis- 
ing men and women to influence 
human actions and human 
emotions. 

“I do not want you to think 
that I am trying to lessen our 


task, by advocating that we 
should not apply _ scientific 
methods to marketing and sell- 
ing. | am simply making a plea 


to maintain in British advertis- 
ing that very personality and in- 
dividuality which comes from our 
native creative skill, and which 
has built some of the most suc- 
cessful names of branded goods 
and services throughout the 
world,” 


‘Tips’ film team 
off to Madeira 


A location unit from Screen 
Audiences Ltd. left last Friday 
for Madeira, to seek the right 
atmosphere for the summer edi- 
tion of the screen advertising 
magazine, “Tips.” The unit in- 
cluded Jeanne Heal, commére of 
the series. 

Holiday tips were asked for in 
the January edition of “Tips” and 
so far over 2,000 have been 
received. 

Advertisers in this edition are 
Astral Cream and Gibbs S.R. 
Toothpaste, and their “copy” will 
also have a holiday slant. 

The Holiday “Tips” will be 
on the screen at Odeon, Gaumont 
and independent theatres during 
June, July and part of August. 


New daily dies after 
127 issues 


Brittain plans 
bigger weekly 
‘Recorder’ 


publication last Thursday after 
127 issues, are being retained 
in an all-out fight to produce 
a bigger and better weekly 

“Recorder.” 
it will have an average of 12 
16, against 


E 


would 
have carried have been booked 
for the weekly, he said. 
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All members of the advertisement 
staff of the now defunct daily 
“Recorder,” which ceased 
the present eight. 
P. E. Deverall, general manager, 
revealing this, said a great 
: number of telephone calls and 
other messages had been re- } 
ceived, expressing regret at the 
ee daily’s closure and urging con- 
William J. Brittain, editor and 
: a proprietor, told “Advertiser's 
Weekly” that the losses on the 
daily amounted to about 
} £80,000. 
? “The company owes me person- 
F ally about £21,000,” he said. 
“But for union trouble there 
. would have been a tapering 
; loss of £6,000 during the next 
oe three months at the end of 
. which the paper would have 
Behl: broken even.” 
; He was still convinced there was 
room tor an inteiligent class 
paper. 
” “My only big mistake was to 
have it printed in London,” he 
added. 
“The next issue of the weekly 
‘Recorder’ will contain a 
f record amount of display and i 
2 classified advertising and is 
' 7 expected to sell 35,000 copies.” 
A good half of the advertise- 
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WHEN COMMERCIAL TELEVISION STARTS 


ADVERTISER'S WEEKLY 


ITA will fix maximum time for advertising 


DOCUMENTARY FILMS TO BE ALLOWED: 


ISBA AND IIPA OFFER WELCOMED 
HEN the Television Bill passed its second reading in the 


House of Commons, by 


27 votes, last week, further 


clarification was given of the Government's intentions. The 
Bill was remitted to a committee of the whole House, and in 


this stage some amendments are 

Sir David Maxwell Fyfe, the 
Home Secretary, emphasised that 
it would be for the Independent 
Television Authority to fix the 
maximum amount of time for 
advertising. 

“I ought not to prophesy at 
all,” he said, “but the sort of 
thing I envisage—I may 
wrong—is five or six minutes to 
an hour. However, it will be for 
the Authority to decide.” 

Sir David added: “The Incor- 
porated Society of British Adver- 
tisers and the Institute of In- 
corporated Practitioners in Adver- 
tising have offered to establish 
a committee or to co-operate 
with the LT.A. if the Authority 
decides to set up an advisory 
committee on advertising. I am 
glad to say that the Association 
of British Chambers of Com- 
merce has made a similar offer. 

“This co-operation, with the 
reserve B oatoy of the Postmaster- 
General over the entire range of 
advertising arrangements, is, I 
believe, sufficient protection 
against the unlikely event of 
abuse creeping into the advertise- 
ments, and since the Postmaster- 
General is responsible to Parlia- 
ment, it is clear that it will be 
. in the public mind.” 

n the Committee stage it is 
expected provision will be made 
for the showing of documentary 
films. 

The Assistant Postmaster- 
General, Mr. David Gammans, 
told the House: 

“The second programme we 
have in mind will include docu- 
mentary films—travel films which 
may be made by a shipping com- 
pany, or an a gate ny - film for 
a seaside resort made by a local 


During the debate in the 
House of Commons “Adver- 
tiser’s Weekly” was much in 


evidence. 

Herbert — chief 
Opposition speaker, contended 
that the “Weekly” had indicated 
that advertisers could “get a 
grip” on commercial television. 

Scholefield Allen quoted the 


expected. 
corporation, or a film on life 
in the Persian oilfields by an oil 
company, and things of that kind. 
It was cértainly never the inten- 
tion of the Government to ex- 
clude those films.” 

Ian Harvey, M.P., a director of 
W. S. Crawford Ltd., declared 
that the press had been “almost 
universal y” against the intro- 
duction of commercial television, 
and was fully aware that the 
new medium would be a com- 
petitor for advertising revenue. 

“The total volume of adver- 
tising revenue will not increase,” 
he contended, “because it is 
related to sales, turnover, profits 
and the rest of it. There will 
be no increase in the total 
amount of money available for 
advertising on commercial tele- 
vision.” 


Difficult and dangerous 


While he did not see that there 
would be an increase in the total 
volume of advertising available, 
he expected a redistribution of 
its resources over the various 
media. 

Claiming that he was expres- 
sing the view of the advertising 
community, Mr. Harvey said: 
“We are prepared to see safe- 
guards imposed upon advertising 
over television in the same way 
as, in the past, we have imposed 
safeguards on ising in 
other media, .. . 

“Advertising has to face the 
fact that we are here concerned 
with a medium of leisure and 
pleasure. It is a difficult and 
dangerous advertising operation, 
but it has the sanction of the 
viewer, whereas the B.B.C.—be- 
cause there is no alternative— 


When no ads 

are expected 
State and royal events, news 
and religious and children’s 
mmes will be divorced 
rom advertising in the new 

commercial TV broadcasts. 

This was forecast by Mr. 
Gammans when the Com- 
mons resumed discussion of 
the Bill on Monday. 


can continue to put on its 
grammes whether they are liked 
or not. 

“Serious damage would be 
done to any product which was 
put over by any really bad and 
distasteful advertising pro- 
gramme. I take that to be one 
of the greatest sanctions and safe- 
guards in the whole of this Bill 
—although it is not written into 
the Bill.” 

Mr. Harvey said that for the 
advertising agencies commercial 
television would be a very doubt- 
ful venture—and they knew it. 

The limitations which the Bill 
placed on advertising may be 
very damaging to revenue in cer- 
tain cases, because advertising 
for leisure and oe ere riods 
over television d to id its 
own medium and character. Bald 
announcements between  pro- 
grammes might be offensive. 

See Comment— 
“Wake up on the Back Bench” 
—page 14. 


BRITAIN FACING BIGGEST 
SALES BATTLE 


Britain was starting on the 
most intensive commercial battle 
the country had ever known, 
said Lord Lucas during a debate 
on the British Industries Fair 
(Guarantees and Grants) Bill in 
the Lords. “Anything that will 
help this country in its export 
drive should have the support of 
us all,” he declared. 


WHAT THEY SAID ABOUT ‘ADVERTISER'S WEEKLY’ IN 
THE HOUSE OF COMMONS DEBATE 


industry considered, as one 
the good points of the Bill, that 


agencies could work with pro- 
gramme contractors: 

“What the ‘Advertiser's 
Siew, Sao Gone & 6 Sau 
a device whereby bers 
interested in it can dodge the 
controls which have been in- 
serted in the Bill.” 

When the House was con- 
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2,000 copies of this new Aer Lingus 
double royal poster, by Kenneth 
Bromfield, will be reproduced in 
eight colours {or distribution in 
Britain and Ireland. For the Con- 
tinent an additional 1400 copies 
will be printed in French, Dutch, 
German, Italian and Spanish. 


When advertising is 
given freedom 


“The most courageous thing a 
manufacturer ever does is to put 
his name on the goods he aie 
or, in other words, to adopt a 
policy of branding,” Dennis C. 

ayes, marketing manager of 
Vantona Textiles Ltd. told the 
Lancashire section of the Incor- 
porated Society of British Ad- 
vertisers. 

“The countries which have the 
highest standards of living are 
those where branding and adver- 
tising are given the greatest 
freedom of action,” Mr. Hayes 
continued. “Conversely, where 
the standard of living is lowest, 
branding is almost unknown, 
whereas bureaucratic selection is 
quite common practice. However 
bureaucratic selection is exer- 
cised it is still akin to tyranny.” 
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sidering the Television Bill in 
committee on Monday, Christo- 
pher Mayhew asked members 
to study the “Advertiser's 
Weekly” article very carefully. 

“It shows one loophole after 
another,” a contended, and 
based much of his argument on 
the article. 
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to prevent agency capital, and 3 
above all advertising men and restrictive legislation was | 4 
women from playing a part in refreshingly absent from its , 
Se Se provisions. This was his com- a a 
r. Allen cited this passage ment on the “Weekly's” ex- F 
’ to support his argument that planation of how advertising fd 
“the object of the advertisers is BY 
to get on the inside of this ap. 
opinion of a legal expert, pub- business.” ais? 
lished in the “Weekly” on His viewpoint was challenged ’ 5 ae 
March 11: “There appears to by Sir William Darling, who : aoe 
be no reason why an advertiss mentioned he was a regular . 
ing agency (whether a company reader of the “Weekly.” a 
or not) should not own an Ness Edwards quoted from ‘ea 
interest in a programme com- “Advertiser's Weekly's” recent 4 
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ADVERTISER'S WEEKLY 


860 at London 
club gala 


When will British advertising 
start to advertise itself? 

Posing the old question again 
at the Publicity Club of London 
Gala on Friday, W. Harold 
Butler, chairman, said: “Maybe 
the Advertising Association Con- 
ference at Bournemouth will give 
us the answer.” 

He declared: “We are proud 
of the fact that this club is part 
of the warp and weft of advertis- 
ing—no evil thing, but a social 
service to the community .. . 
the eighth wonder of the world, 
a powerful factor for peace.” 

More than 860 guests at 
Grosvenor House heard actor 
Jack Hawkins toast the club. 

J. agg | Rainer, advertising 
manager, Nestlés Ltd., responded 


Club News 


to Miss Sylvia Weinberg’s toast 
to the guests. 

The chairman thanked all who 
had helped to make the gala a 
success, particularly Reg Cooper, 
secretary, and Allan Edney, 
chairman of the gala committee. 


ipenarapte taken at the Publicity Club of London's annual Gala at Grosvenor House. 


Haw 
Bowden. 


1. Film star Jack 


ns, one of the principal guests, signing autographs. 2. Club chairman Harold Butler welcoming Sir Harold 
3. Mrs. Butler cuts the 90 Ib. “‘midnight cake” for the 860 guests. 


PR for advertising: Oxford ‘sets 


the pace for other clubs’ 


In a speech at the opening of the exhibition of the Advertising 
Club of Oxford, Ivan Luckin, chairman of the Club Develop- 
ment Committee, said the exhibition placed the Oxford Club well 
in the lead in advertising’s campaign of public relations. 


“Advertising had always been 
rather backward in talk about it- 
self,” he said, “but this exhibition 
and the public campaign both mark 
the beginning of a new era.” 

The exhibition, which showed the 
part played by advertising in the 


A section of the Advertising Club of O fate exhibition, showing the 
Mills & Rockleys Lid. stand. 


A new venture by the Wolverhampton Publicity Club was an advertising 


ae held last Thursday. 


The panel (above, |. 


to r.) consisted » | 


. J. Stallard, advertisement manager of the Wolverhampton “Express 


Star,” 
Dumbe 


Charles Hallas, a director of Lintas Lid., club president P. B. 
ll, who acted as chairman, B. L. Shaw, sales manager of Tangyes 


Lid., and Roy Watson, advertising manager of Goodyear Tyre & Rubber 
Co., Lid., answered many questions from local business men. 


development of Oxford, was held at 
the Assembly Room of the Town 
Hall on Monday and Tuesday. It 
was opened the Mayor of 
Oxford, Cr. A. B. Brown. 

Cr. Brown congratulated the Club 
on behalf of the town, and the 
Club president, J. J. Field, thanked 
the exhibition sub - committee, 
headed by Ken L. Stephenson, for 
its hard work. 

Mr. Stephenson told ADver- 
TISER'S WEEKLY that the exhibition 
was a financial loss to the Club. 
“But we never expected anything 
else,” he said. “It is enough for us 
that this, the greatest project the 
Club has ever taken on, has set 
the pace for the other clubs.” 

In a telegram of congratulations, 
Sir Miles Thomas, who was a mem- 
ber of the original committee which 
formed the Oxford club in 1924, 
_ tribute to the “wise and digni- 
led use of advertising’ which 
greatly contributed to the progress 
and development of Oxford—‘city, 
town and gown.” 

Other telegrams were received 
from Norman Moore, president of 
the Advertising Association, Hugh 
Appleton, chairman of John Had- 
don Ltd., and R. F. Hanks, vice- 
chairman of the Nuffield Organisa- 
tion. 

Six industrial concerns and organ- 
isations of the district took stands 
at the exhibition: the Nuffield 
Organisation, Mills and Rockleys 
Ltd., A. C. Nielsen Co., Ltd., the 
Oxford, Banbury and District 
Master Printers’ Association, the 
Oxford Mail and Times, the Pressed 
Steel Co., Ltd., and the Publicity 
Board of Oxford. 


In brief... 


_ Members of the Regent Advertis- 
ing Club must submit their entries 
for the club’s five advertising com- 
petitions before April 13. . . P.R.O 
and ~—y driver Alan Hess 
addressed the Publicity Club of the 
Cotswolds on “What are Public 
Relations” . . . The Bradford 
Publicity Association heard the Walt 
Disney story from Walter Tuckwell, 
a representative of Mr. Disney's 
organisation. 


REGENT DEFEAT 
BERKS and BUCKS 


The Regent Advertising Club 
speakers triumphed over those of 
the Berks and Bucks Publicity Club 
in the Southern area finals of the 
national public speaking competi- 
tion. Miss A. Bird, of Regent, was 
the best individual speaker and also 
gave the best impromptu speech. 

The teams were: egent, Miss 
Bird, W. E. Akam and P. B. Jones; 
Berks and Bucks, Miss Mary 
Messer, J. Derry and E. Hubble. 
The judges were: J. B. Nicholas, 
J. E. Hughes and Thomas Fassam. 


ADVERTISING DIARY 


Friday, April 2 

Pusticrry Cius or THE Cors- 
WOLDs, Buffer dance. Queens 
Hotel, Cheltenham, 

Pusiicrry CLUB OF SHEFFIELD. 
Ivan Luckin on “Looking For- 
ward.” Kenwood Hotel, Sharrow. 
1 p.m, 

Saturday, April 3 
LONDON ADVERTISING FOOTBALL 


Leaoue. Cup final—George Newnes 
v. London Press Exchange. East 
Acton Lane. 3 p.m. 

Monday, April 5 

Pusuicity CLup or WOLVER- 
HAMPTON. Public speaking section 
contest for the Beattie Cup 

Tuesday, April © 

REGENT ADVERTISING CLUB. An- 
nual comest with Publicity Club of 
London for the Imber Cup. 
National Cash Register Company's 
Hall, 206-216 Marylebone Road, 
N.W.1. 6.30 p.m, 

Wednesday, April 7 

INSTITUTE OF PUBLIC RELATIONS. 
Jerry Beaven, public relations ad- 
viser to Billy Graham Crusade on 
“Public relations aspects of the 
Crusade."" Shaftesbury Hotel. 
12.45 p.m. 

MANCHESTER PUBLICITY ASSOCIA- 
TION. Speaker: Norman G. Fisher, 
chief education officer for Man- 
chester. Café Royal. 1 p.m. 

Barrish Dmecr Mat Apvexris- 
ING) =6ASSOCIATION §tea-time talk. 
H. L, Clarkson, Robb Holland, 
A. W, Murrel and BE, J, Thompson 
on “Measuring Results." Criterion 
Restauram. 4 p.m. 

. April 8 

ASSOCIATION OF CIRCULATION Ex- 
ecuTives. Speaker; Ex-Superin- 
tendent Robert Fabian, Connaught 
Rooms. 

Pusuicrry Cive oF _ LgEps. 
Norman Moore on “Advertising to- 
day and to-morrow.” Great Nor- 
thern a. 12.45 p.m. 


A 

PUBLICITY Civus OF Perer- 
BOROUGH, “Changing national 
habits and their influence on trade." 

ADVERTISING CLUB OF OxXPORD. 
Peter D. Ratcliffe introduces *‘Pub- 
licitty Films."’ City Restaurant. 
6.30 p.m, 

East ANOLIAN Pusiicrry CiLus 
annual dinner. Great White Horse 
Hotel, Ipswich. 
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Birthday 


brilliance 


AIM OF CONFERENCE 
SOCIAL PROGRAMME 


The social side of the 2ist 
Advertising Association Confer- 
ence (to be held at Bourne- 
mouth, Thursday, May 6 to Sun- 
day, May 9) promises to be one 
of the most brilliant ever. 

Although, in keeping with the 
pressure of modern business, this 
year’s Conference has _ been 
“streamlined” into little more 
than two days, the organisers 
were determined that the “com- 
ing of age” should be celebrated 
in suitable fashion, with plenty 
of gaiety and entertainment in 
“off duty” periods. 

Among the social events is an 
outing for lady delegates, to be 
pore on Friday afternoon, 

ay 7, by Southern Newspapers 


Ltd. 
Sight-seeing tour 


A fleet of motor coaches will 
collect the ladies immediately 
after lunch and drive them 
through the most beautiful parts 
of the New Forest as far as 
Southampton. After seeing the 
docks and ocean terminal, the 

rty will be entertained to tea 
in the Guildhall, the Mayor of 
Southampton being present. 

Also on Friday, a special mid- 
night film premiére will be pre- 
sented at the Gaumont Theatre, 
Bournemouth, by the J. Arthur 
Rank Organisation. Film to be 
seen by delegates will be “The 
Rainbow Jacket,” a new Ealing 
Studio production. 

The Corporation of Bourne- 
mouth, in addition to offering 
a variety of facilities to dele- 
gates, has made available Mey- 
rick Park Golf Course for the 
“curtain raising” golf competition 
on the Thursday, when Conference 
delegates will play Bournemouth 
Golf Club. On Niemataey even- 
ing, delegates will be welcomed 
to a civic reception by the Mayor 
of Bournemouth. 


Bumper occasion 


“Everything is set for a bum- 
per occasion—remember it’s our 
21st Conference so let's make 
this a real reunion of everyone 
who has been in advertising 
during the last 21 years,” says 
Harold Fish, the Cuonference’s 
social organiser. 

“A number of business houses 
have intimated that they are 
still Ye Eo some contri- 
bution to the entertainment of 
delegates. I have had discussions 
with most of them, and plans 
are being worked out. But if 
any others intend to take part, 
may I appeal to them to get in 
touch with me as quickly as 
possible. 

“There's no question of a 
‘closed shop’ about this.” 


Some of the guests drink a toast to T. W. C. Glover, managing director 
of Glovers Advertising Ltd., at a party held in the company's Mark Lane, 


stol offices. 
Evening Post’’), 


Left to right: W. H. H 
. Pass (managing director, 


awkins (managing director, “ Bristol 
“Western Daily cht 
, 


T. W. C. Glover, G. A. Sheridan-Shedden (chairman, Glovers Advertising 


D. Morgan (editor, “Bristol Evenin 
‘Bristol Evening World’), R. J. 


World’’), A. Bonner (general manager, 
ignell (director, Glovers Advertising), 


S. C. Shapcott (editor, ‘Western Daily Press’’). 


Glovers new reception hall at their 
Mark Lane, Bristol, office. The 
parchment coloured walls and white 
ceiling beams, together with the 
mahogany and lime woodwork give 
a light and airy appearance. rey 
carpeting and green and yellow 
chairs provide warmth and colour. 
On the far wall a_ photographic 
mural of the Avon Gorge lends a 
sense of spaciousness as well as 
oviding an — decoration. 
he remodelled conference room 
can be seen through the open door. 


ere a ee oe as 
Riverside signs 


conference move 


What is the desirable 
maximum size for illuminated 
signs on buildings fronting the 
Thames? 

Lambeth and Southwark 
Councils, the City Corpora- 
tion and Westminster City 
Council had agreed to refuse 
applications for signs with 
letters more than three feet 
high. But the Ministry of 
Housing and Local Govern- 
ment has allowed a number of 
appeals for signs on conditions 
that the letters were not more 
than five feet high. 

Now Lambeth has suggested 


BIF BOOKINGS 


The number of exhibitors who 
have reserved space at the Earls 
Court and Olympia sections of the 
British Industries Fair has already 
exceeded last year's figure of 1,080. 
Applications are still being received 
at the rate of 40 a week. 
B.1.F. opens on May 3. 


Glovers modernise 
Bristol office 


Remodelling of the reception 
hall and conference room in the 
Bristol offices of Glovers Adver- 
tising Ltd. provided the occasion 
for cocktail parties which were 
attended by directors and staff of 
the Bristol Evening World, 
Bristol Evening Post, the Western 
Daily Press and Bath Chronicle. 

In proposing the health of the 
company W. H. Hawkins, man- 
aging director of the Bristol 
Evening Post, said “The ever- 
increasing importance of adver- 
tising in the national economy is 
reflected in the steady expansion 
of Glovers Advertising. Starting 
as a local agency, and depending 
upon West country advertisers for 
their business, their success has 
been such that to-day their clients 
are drawn from all over Great 
Britain and include many im- 
portant national accounts.’ 


cf | 
Mid-week ‘Reveille’ 


rate increase 


| 

| 

| 

| Following “a huge increase 
| in sales,” the advertisement 
| rate for the mid-week edition 
| of “Reveille” will, on June 1, 
| be increased from its present 
| figure of £3 10s. per s.c.i. to £8. 
| The initial print order of 
| mid-week “Reveille” was 
| planned for a sale of 750,000. 
| Sales are now in excess of 
! 
| 
| 
! 
| 
| 
| 
| 


small fraction over id. per 
s.c.i. per 1,000. 


‘Woman’s Weekly’ 


£660 a page 


The Amalgamated Press Lid. 
have announced that the adver- 
isement rate for Woman's 
Weekly is being increased from 
£600 to £660 per page, commenc- 
ing with the issue dated Septem- 
ber 4. This is due to the increased 
sales, which now exceed 1,800,000 
copies weekly. ; 


PMG will address 


film producers 


Earl De La Warr, the Post- 
master-General, will be the chief 
7 at the annual luncheon of 
t Association of Specialised 
Film Producers to be held at the 
Park Lane Hotel on Wednesday, 
April 28. 


CONTROLLED CIRCULATION SCHEME 
FOR NEW PACKAGING MONTHLY 


A circulation of 7,700 is 
guaranteed for Packaging News, 
a monthly periodical to be pub- 
lished in June by Creative 
Journals Ltd. 

In editorial policy the new 
journal will aim at giving a com- 
prehensive service of technical 
news and information on packag- 
ing to users of materials, equip- 
ment and services, 

Seven thousand copies of 
Packaging News will be distri- 
buted selectively to executives 
with direct responsibility for 
their companies’ packaging in 
any of its aspects—planning, 
research and development, con- 
struction and design, engineering, 
distribution and display, buying, 
etc. The remaining 700 copies 
will be reserved for firms pro- 
ducing, designing and supplying 
containers and machinery. 

Advertisement space is being 
sold in standard units, all next- 
matter, in a newspaper-size page. 

R. Davies will be advertisement 
manager of Packaging News. 

John M. Ryan, managing 
director of Creative Journals Ltd., 

ublishers, told ADVERTISER'S 

eeKLY that in his opinion the 
controlled circulation technique 


has a big future in specialised 
publishing in this country, But it 
is a technique, he added, suited 
only to certain branches of 
industry and to certain publishing 
conditions. 

“I believe that packaging is a 
field that provides the conditions 
for a_ successful controlled- 
circulation publication,” said 
Mr. Ryan 

“From the point of view of the 
buyer and user packaging is a 
managerial function that is not 
generally deputed to one execu- 
tive or department. Most firms 
of any size have an advertising 
manager, but packaging, on 
which far more money is spent, 
is everybody's business, 

“The spread of interest in 

ckaging has been increased 
by the immense technological 
progress made since the war. 

at is just as important from 
the advertiser's point of view is 
that responsibility for packaging 
varies from company tocompany.” 

Mr. Ryan added that Sales 
Appeal, which celebrates its 21st 
anniversary this year, will not 
change its policy. It will con- 
tinue as a bi-monthly review of 
marketing, packaging and design. 
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Geo. J. Smith 
agency is 


reorganised 


One of the oldest established 
advertising agencies in the country, 
Geo. J. Smith & Co., Ltd., has 
been reorganised with ‘elect from 
March 25, 

Bw: of the new board is 

. Lipkin who joined the com- 
ah, in 1950 as a director after 
three oa as account may veg 
with R. §. Caplin Ltd. L. A, C. 
Lawler joins the board from 
Brockie Haslam & Co., Ltd., where 
he had been’ @ creative executive 
since the war. 

8S. E. Gullick, who retired from 
the sition of managing director 
in 1952, remained on the board in 
4 non-active Ra ag | until this 
— Miss A secre- 

nos, company, resigned on 
March. 25, * * 


epiadie 
has 


joined John 
Haddon & 
Co., Lid., as 
senior execu. 
tive. Aged 
99, he has re- 
linquished his 
position as 
advertisin 


mana 
r. Wall 
Sons,  Litd., 
where he was 
responsible 
for publicity 
for ice-cream, 
sausages, pies 
and Seana meats. Prior to 1950 
he was export advertising auenngst 
and home advertising controller 
with Gillette Industries Lid., whom 
he originally joined in 1937, 

+ . * 


N. Bamber 


Peter Lester has resigned his 
directorship of C.P.V. (Export) Ltd 
to join the board of S. T. Garland 
Advertising Lid. on May |, 

(See Mainly » powe M) 

* 

John White has been Gedelines 
publicity manager of Oxford Uni- 
versity Press, with effect from 
April |. He succeeds Gerard Hop- 
kins, who has held the position 
since re and who will assume 
gree Seek editorial duties. Mr. 

hite, who joined Oxford Univer- 
sity Press in October last, was 
formerly deputy London editor of 
Northcltte eee “de Group. 


* 

Miss “Patricia. Laymen who 
recently joined the British edition 
of Esquire has been made promo- 
tion manager. Miss Laymen was 
recently with F, C. Pritchard Wood 
and Partners Ltd. and before that 
was a) ~ — relations depart- 
ment Nap ed Woolley 
Ltd. Ken ards, director 
of promotion, a7 ant on a tri 
to Paris, Milan and Venice and will 
be back nest wom. A 


David "Geolirey Bell, managing 
director of CPV. Italiana, and a 
director of Colman, Prentis and 
Varley Export Ltd., has been invited 
by the Economic Information Ser- 
vice of Holland to give a talk on 
April 6 to traders attending the 


Utrecht Fair. His subject will be 
“International Advertising 
Marketing.” 


* * * 

A presentation to J, A. Walker, 
honorary secretary of the Lanca- 
shire section of the Incorporated 
Society of British Advertisers for 
nearly 21 years, of an inscribed port- 
able radio set, took place at last 
Thursday's meeting of the section. 
Mr. Walker will ‘short! retire from 
his ogpemament as publicity mana- 
ger of Mather and Platt Ltd. He 
will be succeeded as local honorary 
secretary by Dennis C. Hayes, 
marisns manager of Vantona 
Textiles Ltd 

— o a. 

Recent changes and appointments 

at the Spectator include the follow- 
ing: . S. Janes has become 
managing director while continuing 
as advertisement director; 
Watson is now a director; F. G. 
Elliot is now secretary and a direc- 
tor; Anthony J, Dorrity is general 
advertisement manager; Peter T. 
Mell is publishers advertisement 
manager; and William Howell, pub- 
licity manager. E,. T, Deacon con- 
tinues as circulation manager. 


Gordon Millem 


leaves Sells 


Miss Olive M. Hirst has been 
appointed sole managing director 
of Sells Lid. on the resignation 
from the company Gordon 

who joined the agency nine 
years ago as a junior account exec- 
utive and fame joint managing 
director two-and-a-half —_ ago. 

* 

Victor Lewis has been “appoined 
by the Clark Matthew (Common- 
wealth) Organisation as _ editor-in- 
chief under its inter-Dominion 
public relations expansion scheme. 
Mr. Lewis was formerly the editor- 
inchief of the Times of Ceylon 
Ltd.'s group of English and 
Sinhalese daily and weekly news- 
papers in Colombo. He is a direc- 
re of the Ceylon News Service 
Ad, 

* * * 

A farewell presentation luncheon 
is to be given to Miss M 
Titford who is retiring from the 
advertising department of the Shell 
Mex and B.P. Organisation at the 
end of May. Miss Titford joined 
the Anglo-Iranian Oil Co. (then the 
Anglo Persian Oil Co.) which is now 
one of the two parent companies of 


presented with 


posting Co., 


years’ service. 


in 
——., Gardens 
Welwyn. 


Over 200 r 
press atten 


& Co., 


Lid. L 
Tait & Partners), 


L. to 7r.: pra wn 


Ce t. 2 a 
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esentatives of British and foreign advertising, radio, and the 


ded 


7 the seventh anniversary cocktail party of Albert Milhado 
ga Crowther), A. Jordan (John 
an 

ne Mataly Personal—page 36 


a fw & Crowther). 


Newspapers Group, executives, and colleagues o 


11 the Waldorf last Friday a party of 70, includin + d directors of Northcliffe 


and Associated Newspapers, 
ment after SO years’ service with these groups. 
managing 
director, Associated News 
man, Associated gore 


director, 


the Shell 


of 


the 


the com 
The 

held at 
May 27. 


a 


A. 
Varley 


a 


and tea service 
MeLellan on beh 
staff of the Borough Bill- 
Ltd., 
left the company 


Kin 


Miss J. E. Watts (lef?) 


silver 


b 


f 


G. 
of 


when 


after 


and C 


Mex B.P. Organisation. 
Later she went to Regent Advertis- 
ing Services Ltd. and during the 
war was in the cam 
Ministry o' 
Since the war she has been oth 
Shell Mex and B.P. 
ny’s space interests. 
arewell 
the Savoy 
It is being organised by 
committee comprisin: 
Ensor (W. 
Hollingshead (S. H. Benson Ltd.), 
(Colman, i 
Ad.), G 
Crowther 
rt (Punch). 
* 
A. L. Carter, recently on the staff 
of the British I ransport Commission, 
has now joined the Borough Bill- 
posting Company organisation. 


was 


the 


she 
27 


Miss Watts is 


his 


joining her husband, 
Ph 


Ss. G. 
business, 
Ltd., of 


Northcliffe Newspapers 
‘ounds a long and happy retire- 
Front row, l. to r.: John 


NG e de ag tg i. P. Hobbs, 


Group. 


S. 


thelibe * ee ~— vice-chair- 
le wae Ses R, Ht Penney vertisement 
Chant, general manager, N tte Newspapers 
Gordon F publicity 

manager for Crofts (Engineers) 


Ltd., wer ee engineers, 
Thornbury, Bradford 
appointed publicity manager to the 
Lincoln engineering firm of Ruston 
& renee Lid. 

7 


John Bry: space 
buyer at G. Boyan, asian for the past 
seven years, is joining the media 
serene of Newnes-Pearson Ltd. 

* 7 

At the. annual 
of the Society of Industrial Artists 
on Saturday, k was 
elected president for the coming 
year, * * 


neral meeting 


G. Stentor Wright, northern 
manager of the Blandford monthly 
periodicals, Display, Junior Age, 
Hotel M ement, Catering 
Management, Fish Industry and 
Trave World, resigns this month. 
No successor has yet been named. 

* * 7 

Ralph Hyams, who helped to 
found Education 51 years ago and 
has edited it since 1909, is retiring. 
He been succeeded as manag- 
ing editor of Councils and Educa- 
tion Press Ltd., the publishers, by 
J. Stuart Maclure, until now on the 
editorial staff of The Times Edu- 
cational Supplement. 

* - os 

Fergus Canny, managing director 
of Fergus Canny Advertising Pty. 
Ltd., of Sydney and Melbourne, 
whose a accounts include 
the Rootes Seeup, Courtaulds, 
Cersbos, de Havilland Aircraft, 
Black & White Whisky, Pepsi- Cola 
and Scroll Pens, has arrived here 
and will spend a month in this 
country studying trends and con- 
ferring with clients. 
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-tavgre® ak 


-.-and one racegoer out of every three 


reads the 


Sunday Pictorial 


every week 


The Sunday Pictorial, with an average net 

sale of 5,373,027 goes into 

every third home in Great Britain. It is read by 
every adult member of the family during 
Sunday’s hours of leisure. It is read at breakfast, 
during the morning, after lunch and in the 
evening. Advertisements are seen again and 
again on the best advertising day of the week. 
In an age of rising prices the Sunday Pictorial 
scores where cost of space is concerned too. 
Compared with 1939 its square inch per 

thousand rate has increased much less than that 


of any other Sunday national newspaper. 
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The second of the series of 
“Between you and me” centre- 
piece displays, shown above, has 
now been issued by Barclay 
Perkins & Co., Ltd. This follows 
the original centre-piece showing 
a er and beefeater. A third 
subject is now in preparation, 

Originally conceived for a 
poster, the treatment of this 
footballer theme was considered 
so unusual that although it was 
not possible to use it for its 
original purpose because of 
existing commitments, an adapta- 
tion in full colour as a centre- 
piece display gave scope for the 
deployment of the idea. 

Designed on a_ three-dimen- 
sional basis and silk screened 
in 12 colours these centre-pieces 
are finding very ready acceptance. 

Kent & Sussex Advertising 
Service Litd., Canterbury, have 
heen responsible for the design 
and production throughout. 


Appeal book has 
£23,000 in ads 


No less than £23,000 in adver- 
tisement revenue, mainly from 
national advertisers, has been 
raised by the 1954 edition of the 
Joint Palestine Appeal Year 
Book, which is issued annually 
to raise funds in this country to 
help rehabilitate Jewish immi- 

rants in Israel. It is now in its 
ourth year of publication. 

Advertisements in this 388-page 
volume were secured by a com- 
mittee headed by Michael D. 
Sieff, Charles olfson and 
Neville Blond, and _ including 
William Samuel (of William 
Samuel & Co. (London), Ltd., 
publishers and advertising con- 
tractors). 

The full-colour cover design 
by Misha Black features a hexa- 
onal pillar with the Star of 
Javid on top, the initials “JPA” 
are on the front and outline maps 
of Britain and Israel on the two 
other leading faces. 

The book is distributed free to 
subscribers to the Joint Palestine 
Appeal. 


10 


Four colour 3-D printing 


soon is forecast 


will 
istant 


Four-colour 3-D printin 
be possible in the not too 
future, George Cooper, con- 
troller of advertisements for 
Hulton Press, told a meeting of 
the Incorporated Advertising 
Managers’ Association in 
London. 

He revealed that Picture Post 
had been closely associated with 
experiments in this field. 

Four sides of advertising were 
represented in a discussion on 
3-D—media, the advertiser, the 
advertising agent and the show- 
card industry. 

Mr. Cooper said that unless 
the problem of the cost and 
distribution of spectacles could 

overcome there was little 
future for 3-D printing in maga- 
zines with big circulations. But 
there were big opportunities for 
the smaller magazines of a more 
specialised nature. 

Spectacles which Picture Post 
used in their 3-D supplements 
last year cost £2 per thousand—a 
total cost of £2,000 per issue. 
But the results were satisfactory. 
Sales of Picture Post for the 
first 3-D supplement increased 
by 20 per cent. For the second 
number they rose still further 
although with subsequent issues 
they began to tail off. 

G. Rimmer, advertising man- 
ager of the _ International 
Chemical Co., told how the 3-D 
Kolynos advertisement in Picture 
Post was used to spearhead a full 
scale merchandising campaign to 
introduce Kolynos with chloro- 
phyll. 

He said: “I think that 3-D 
definitely merits further develop- 


ment for advertising.” 

R. Barton, creative director 
with John Haddon Ltd., spoke 
on the production of the first 
3-D advertising film for his 
agency's client, Capstan cigar- 
ettes, and mentioned the speed 
with which the film was made 
by Theatre Publicity. 

“But the production of 3-D 
advertising films depends on the 
supply and availability of 3-D 
feature films,” he said. “With 
the 3-D version of the Capstan 
film we have only achieved 
£8,000 worth of distribution in 
18 months. But a 2-D version 
of the film is also being shown.” 

A. Harris of A. and A. Dis- 
plays Ltd. showed how the 3-D 
technique has been used in show- 
cards and spoke of the technical 
developments that were possible 
in this field. 


Ad contractors’ 


‘code’ 


The council of the Advertise- 
ment Contractors’ Association 
has drawn up a schedule of 
“aims and objects” for circulation 
to members. They include the 
following provisions : 

Contract forms of members to 
be clear and straightforward and 
to set out in unmistakable terms 
all the conditions. 

In particular, the method and 
amount of payment to be clearly 
stated on contracts. 

Contracts with advertisers shall 
not be subject to indefinite con- 
tinuance. 


| 


Within the next few weeks this stand will be shipped to the Toronto Fair 


which o 


ns on May 31. 
Designe 


But there will be no packaging speeumees. 
by City Display Organisation, it is completely collapsible. 11 is 
pictured in use at last week's National Factory 
the Royal Horticultural Society's Halls, 


- pment exhibition at 
estminster. 


“ 


Lifting a “patient” into a new 
Volkswagen ambulance now being 
introduced to this country is Jerr) 
Ames (left) Downtons press chief}, 
and actor Jack Warner. _In_ the 
chair is film actress June Thorburn. 
The picture was taken at a recent 
press party at the London show- 
rooms of Volkswagen. 


TRAVEL FILMS IN 
A COACH 


Global Tours Ltd. are showing 
their 45-minute travel film “Your 
Coach Awaits” in one of their 
coaches at Ludgate Gardens, 
London. The coach's three-day 
visit, the second this month, be- 
gan yesterday (Wednesday). 

Ludgate Gardens have arranged 
displays and distribution of 
holiday and gardening leaflets 
and literature in chalets on their 
Site. 

Future plans for the Gardens 
include display showcases, to be 
placed at the disposal of mail 
order firms. Prospective buyers 
will be able to examine the 

roducts shown in the cases 

fore mailing orders. 


New ABC members 


New members of the Audit 
Bureau of Circulation include : 
Advertisers: Longmans Green & 
Co., Ltd, The Manufacturers 
Life Insurance Co., The Pyrene 
Company Ltd., Richard Shops 
Ltd., Peter Robinson Ltd., O. 
Scruton & Co., Ltd. South 
African Co-operative Citrus Ex- 
change Ltd., Thorn Electrical 
Industries Ltd., The Tilley Lamp 
Co., Ltd. and Vine Products Ltd.; 
Advertising agent: L. Graham 
Browne Advertising Ltd.; Publica- 
tions: Barnet Press, Border Tele- 
graph and Peeblesshire News, 
Tamworth Herald series, Weekly 
Telegraph (Waltham Abbey), 
West Sussex County Times, 
Worthing Gazette series. 


DOWNY BIRDS ? 

The Retail Trading-Standards 
Association state “a great deal of 
misdescription is rampant” par- 
ticularly in misuse of the word 
“down,” to describe the stuffing 
of pillows and quilts. 


Sell to 8,000,000 families through the 


The Nation’s shop 
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Sell the ,. 


Wherever he is 
he can open the 
door to your 
company or 


products 


Reach him 


in over 100 countries 


through TIME International 


Tw people who can open and develop markets 
for your company or products abroad can be reached more 
certainly and consistently through TIME MAGAZINE 
than any other international publication. TIME is put lished 
in English in four International Editions. These are read 
every week by more than 1,800,000 important people in 
over 100 countries outside the U.S.A. Ninety-two in every 
hundred TIME subscribers hold influential positions in 
business, government and the professions. These people, 
whose opinions and decisions shape the trading policies 
of industry, commerce and government, are the people who 
mean business in the world. An advertisement campaign in 
the International Editions of TIME will give them good 
reasons for talking business with you. 

You can buy advertising space in all four editions 
TIME Atlantic, TIME Canadian, TIME Pacific and TIME Latin 
American or only in the editions that cover the areas in which 
you are most interested. Full details from: The Advertisement 
Manager, Time International, Time & Life Building, New 
Bond Street, London, W1 


ATLANTIC PACIFIC CANADIAN ATIN AMERICAN 
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Posters near 


Royal home 


‘BAD TASTE’ SAYS COUNTY 
PLANNING CHIEF 


How far the historical and 
cultural influence of Windsor 
Castle could affect the commer- 
cial life of the Royal Borough 
was discussed at a public enquiry 
at Windsor last week. 

The inquiry was into an appeal 
by More O’Ferrall Ltd. against 
the refusal of the Berkshire 
County Council to allow an ad- 
vertisement bulletin board in 
the River Street car park, 
Windsor. 

Although the Berkshire County 
Council refused: the application 
on the grounds of amenity and 
proximity to the castle, the 
Windsor Town Council favour 
the proposal. 

E. A. Jones, who appeared for 
More O’Ferrall, asked: “How 
far can the halo surrounding the 
castle extend? Can it extend 
over the whole town into a com- 
mercial area where people are 
concerned with making a living, 
buying, selling and advertising?” 

If the air became too rare in 
Windsor everything would be- 
come extinct, he said. Planning 
regulations were not designed to 
try to push the boundaries of the 
castle’s influence farther afield. 


More attractive 


Ald. Kenneth Darville thought 
the advertisements would make 
a derelict area more attractive. 

Thomas Houghton, County 
Planning Officer for Berkshire, 
said that proposed advertising 
within a quarter of a mile of the 
castle must be referred to the 
Ministry of Works. 

The Ministry of Works in a 
letter dated last May was against 
the proposal as it seemed un- 
desirable that advertising should 
be at the expense of the beauties 
of the old and famous Royal 
Borough. The hoardings would 
be constantly in view of visitors 
to Windsor Castle. The National 
Trust were also against the pro- 
posal. 

Mr. Houghton thought it would 
be “sheer bad taste” to locate 
advertisements in the car park. 

During the inquiry Mr. Jones 
said he thought the Ministry of 
Works should have been repre- 
sented at the inquiry and be 
subject to cross-examinatioi. 

J. EB. Siddell, Windsor Town 
Clerk, thought the objectors had 


pitched their arguments too high. 


AND PROVINCES 


PRINCIPAL BRANCHES 


Winning display (above) in the Copydex—Do It Yourself Adhesive— 


window display contest, 


submitted by R 


W. Weeks Lid., of Tunbridge 


Wells. 


International commission will study 
public welfare advertising 


Readership surveys, advertis- 
ing codes of standards, and 
public-welfare advertising were 
among the subjects discussed by 
the Commission on Advertising 
of the International Chamber of 
Commerce at its recent meeting 
in Paris, presided over by Ivor 
Cooper (United Kingdom) and 
attended by 28 delegates from 
12 countries. 

Discussion showed that while 
quantitative analyses of the cir- 
culation of press media were now 
accepted and even requested by 
newspapers and periodicals in 
many countries, this was not 
always the case for qualitative 
analyses (breakdown of readers 


by age, sex, social and profes- 
sional status, and consumer 
habits). It was decided to set 


up an ad hoc committee under 
the chairmanship of W. H. van 
Baarle (Netherlands), vice-presi- 
dent, International Federation of 
the Periodical Press, to outline 
the best methods of carrying out 
such analyses on the basis of the 
experience gained in the most 
advanced countries. 


Free gifts 


Consideration of free gift ad- 
vertising, advertising competi- 
tions, and comparative advertis- 
ing will be referred for study 
to the sub-committee at present 
engaged in revising the LC.C.’s 
Code of Standards of Advertising 
Practice. 

The American delegation asked 
the Commission to promote 
bodies in the various countries, 
along the lines of the National 
Advertising Council of the 
U.S.A., which carries out adver- 
tising campaigns of public in- 
terest on behalf of the U.S. 


Government. A similar experi- 
ment is to be undertaken shortly 
in France in the fight against can- 
cer, by the Union of Advertisers, 
the French Advertising Federa- 
tion and press associations. The 
Commission is to collect informa- 
tion on similar ventures in 
various countries, 

Four Japanese advertising asso- 
ciations and the American Asso- 
ciation of Advertising Agencies 
have adopted the LC.C.’s Code of 
Standards, which is already be- 
ing applied by 76 associations 
in 13 countries. Austria, Spain 
and Portugal are expected to 
adopt the Code shortly. 

Two new LCC. publica- 
tions were submitted to the meet- 
ing. The first, Advertising—Con- 
ditions and Regulations § in 
Various Countries, contains re- 
ports on Australia, Belgium, 
Canada, Denmark, France, Ger- 
many, Italy, Netherlands, Nor- 
way, Sweden, Switzerland and 
the United Kingdom. It is pub- 
lished in loose-leaf form and 
supplements will be issued from 
time to time. The second is a 
Dictionary of Advertising and 
Distribution in eight languages, 
containing over 3,000 terms not 
to be found in an ordinary 
dictionary. 

At the invitation of the 
Swedish National Committee of 
the L.C.C., the Commission on Ad- 
vertising will hold its next meet- 
ing in Stockholm on June 16, 
next. 


FRANCO SIGNS 
The directors of Franco Signs 
Ltd. are recommending a dividend 
of 10 per cent, less income tax, for 
the year ended September 30, 1953, 


on the issued capital of 560,000 
shares of 10s. each. 


PROPRIETORS 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


G 
LEEDS 


WATFORD 
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No change for 
the Council 


Behind the scenes at Tot- 
tenham Council there has 
been something of a furore 
over the insertion of official 
advertisements in local news- 
papers. 

It all started with a letter 
from the managing director of 
the North London Observer 
series concerning advertise- 
ment rates in his recently 
launched Tottenham Observer. 

He wrote that “no change” 
would be made during the 
first six months of the new 


paper. 
The finance committee were 
advised that “no charge” 


would be made for the first 
six months, and accepted the 
“offer.” 

It was after the minutes had 
been published that they dis- 
covered their error and at 
the council meeting the chair- 
man of the finance committee 
asked for the whole matter 
to be referred back for further 
consideration. 


Go by air and 
you're there 


To advertise the convenient siting 
of Ringway Airport, Manchester, 


for tourists and business men 
visiting this country, Manchester 
Corporation's information bureau 
commissioned local artist John 
Cunliffe to design a pictorial map 
of Britain. 

7,500 double-crown four-colour 
posters are being used for distri- 
bution to travel agencies in 
Canada and United States. 

In addition, yp 4 folders incor- 
porate t of the pictorial map 
and shatngshic reproductions 
of some of the beauty 
depicted. 

lt is expected that both will be 
ready for distribution and display 
in North America shortly. 

Pictured «ubove P. the folder in- 
cor poratin map and the 
phovorraphs, Finished in sky 


spots 


ue, the folder is three feet high 
by four feet wide when open. 


ORIGINALITY AN 
EFFICIENT SERVICE 


McLELLAN - DIRECTOR 
SOUTH COAST 
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VOGU 


the leading British fashion magazine 


for over df years 


: -Gortified average monthly net sale for 1953 exceeds 


ae ae ‘ yo as 


As certified by Smallfield, Fitzhugh, Tillett & Go. (Chartered hecstntadte) 


ADVERTISING RATES BASED ON 135.000 NET SALE 


THE CONGE @AST PUBLICATIONS LTB 87 GOLDEN SQUARE AOHDON W.1, 
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Wake up on the 
Back Bench ! 


How small is the voice of ad- 
vertising in its own defence! 

During the Commons debate on 
commercial TV, lan Harvey, 
M.P., said: “Gross misrepre- 
sentation has taken place about 
advertising.” 

Members heard former 
Express Newspaper executive 
Sir Leslie Plummer assert 
(despite the findings of the 
Press Commission) that “the 
argument that the advertiser 
does not try to influence news- 
papers is wholly false.” Other 
— meered at “commer- 

sm.” 


What was said for advert ? 

Mr. Harvey lamely a 
critics with a statement that 
he could not see that there 
will be an increase in the total 
volume of advertising. 

In fact many millions more will 
be spent on advertising in the 
next 12 months, and it will 
be for the good of the nation: 
Bigger turnover, cheaper 

higher of 


goods, 
living for all, 
What's wrong with those ~4 


Why don’t they 
tell the world the truth about 
advertising? 


of advertising 


In reply to a question in 
the House of Commons in 
February Mr. R. Maudling, 
the Economic Secretary to the 
Treasury, said: 

*...We appreciate the im- 

portance and significance of 

advertising in the economy 
of this country.” 

These were, indeed, important 
words for our industry, and they 
should go far towa de silencing 
the ill-informed and often 
vicious critics who all too fre- 
quently seem to obtain the last 
word, But how has the Govern- 
ment been enabled to assess for 
pet ma its “importance and 

ificance in the economy of 
ths country.” 

For many years our industry— 
the business of advertising—the 
business of making-things-known 
—has been surprisingly _ill- 
equipped regarding statistical in- 
formation about itself. While 
we asserted our importance in 
this country’s economic struc- 
ture, we neglected to provide 
ourselves with the necessary 
statistical evidence required to 
prove the justice of our claim. 

What was wanted were facts 
about the size, structure and 
development of advertising and 
its economic importance in this 
country. 


That was the position which 
faced the Advertising Associa- 
tion and led it to undertake the 
surveys and analyses of 1938 and 
1948 and now 1952. Moreover, 
conscious of its responsibility as 
the only body which represents 


GUEST COLUMN 
by 


GEORGE WARDEN 
Chairman of the Research 
and Statistics Committee of 
the Advertising Association. 


all phases of the industry, it has 
announced its intention of con- 
tinuing these surveys at regular 
intervals in the future, 

In its report issued in 1953, 
the development committee of 
the Association (under the chair- 
manship of Sir Miles Thomas) 
stated : 

“If the Advertising Associa- 
tion, as the central body repre- 
senting all sides of advertising, 
is to carry out effectively its 
duty of promoting public con- 
fidence in advertising by a 
positive projection of what 
advertising is and does, it can 
do so only on the basis of 
fact. Research is therefore 


Tomorrows TOPICS 


® The British Furniture Trade 
Confederation has set up a 
sub-committee “to examine 
the possibility of promoting 
a national publicity cam- 
paign for furniture.” 


® Big drive to popularise daily 
use of cream and thus re- 
duce the price as a result of 
boosted sales is planned for 
the summer. 


© A campaign is being launched 
in Lancashire to clean up 
misleading radio retail ad- 
vertising which does not 
explain the difference be- 
tween hire-purchase and the 
rental system. 


® Publication of a new daily 
paper will be urged at the 


NnORmrOoirx 


Easter conference of the 
Union of Shop, Distributive 
and Allied Workers at 
Brighton when it will be pro- 


posed “that the Labour 
movement must produce a 
daily paper which the 


general public will buy. It 
is also considered that there 
should be constitutional safe- 
guards against the sale of 
part or whole interests of 
such a paper to private 
enterprise.” 


®A group of horticultural 

growers’ societies in the 

Midlands have formed a 

federal auction society which 

will operate a scheme to sell 

> gage deaaelimaama 
e. 


* AIMING AT BOOSTING 
SALES OF WINE IN 
BRITAIN, A LARGE-SCALE 
ADVERTISING CAMPAIGN 
BY TRADE ASSOCIATIONS 
WILL REACH ITS PEAK IN 
THE WEEKS IMMEDIATELY 
PRECEDING CHRISTMAS. 
FIRST ADVERTISEMENTS 
WILL APPEAR IN THE 
AUTUMN AND BETWEEN 
THEN AND CHRISTMAS IT 
IS HOPED TO MAKE “AN 
EVEN BIGGER SPLASH 
THAN LAST _ YEAR.” 
FRENCH WINES 
THE SUBJECT OF 
ADVERTISING CAMPAIGN 
IN THIS COUNTRY. 


© The first Pye TV sets with 
commercial station wave- 
bands are now coming on to 
the market. All makes will 
compete with big publicity 
campaigns later in the year. 


ROUND TABLE 


Sn a 


1954 


Aprit |, 


wT iahe Measuring the significance 


an essential ed of the Asso- 

ciation’s work... 

Here, therefore, ‘is the reason 
for this undertaking, which, 
while it does not pretend to 
answer the many social and psy- 
chological problems with which 
the advertising practitioner is 
faced, does at least provide a 
reliable framework within which 


intelligent economic discussion 
can take place. 
What information will this 


survey provide? It will give a 
picture of the growth of adver- 
tising between 1938 and 1952, 
both in expenditure and in 
volume. 

It will analyse this expendi- 
ture between media—press, 
poster, outdoor signs, radio, film, 
catalogues, etc., window display, 
exhibitions, free gifts and ad- 
ministration costs. 

It will analyse the press ex- 
penditure into its constituents— 
national, provincial, magazine, 
trade and technical and other 
publications. 

It will show the variations 
between 1938 and 1952 of all 
the above sub-divisions. 

It will relate total advertising 
expenditure to the national in- 
come and show how this pro- 
portion has decreased from 2.07 


per cent in 1938 to 1.54 _ cent 
in 1952. Thus it will seen 
that national income has _in- 


creased faster than advertising 
expenditure, which is one of its 
most important stimulants. 
Could that be because adver- 
tising has become more efficient? 

Furthermore, it will give 
similar comparisons with certain 
other countries such as U.S.A., 
Denmark, Italy, Egypt and Aus- 
tralia. Economists __ relating 
these with other significant fac- 
tors may well be led to the con- 
clusion that advertising is a 
valuable—nay essential—weapon 
in the combat for a_ higher 
national income. 

These are some of the facts 
given in 30 tables of statistics 
which the report contains. 

How was all this information 
obtained? 

By questionnaires addressed to 
a large number of advertisers, 
advertising agents, publishers, 
media owners, Government de- 
a agg and Chambers of 

rade and Commerce. A very 
good response was received from 
agents, publishers and media 
owners. The response of adver- 
tisers was not so satisfactory 
but gave a sufficient sample to 
assure results of adequate 
accuracy. 
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Seat 
“CONCENTRATION 


| Lil tT 
gan lB. E.T. oo services are not haphazard. Their frequency 


is carefully calculated to meet the needs of the public. 
Thus, B.E.T. bus advertising is automatically adjusted 


to population. More people, more buses ! 


In the country where services are comparatively 
infrequent, everyone notes the arrival of the bus. The 
busy shopping centres in the towns largely rely on 

the buses to bring in the crowds that throng the streets. 


The advertiser can therefore ensure that his message 
is concentrated to the best effect. The selective 
advertiser can confine his coverage to key districts. 
The national advertiser on the other hand, can 

reach the whole of the 23 million population served by 
the 7,000 buses operating on Tyneside, Lancashire, 
Yorkshire, the Midlands and South Wales. 


B.E.T. bus advertising provides concentration at low cost. 


byw 


~ BUS ADVERTISING — 


Advertising Department, 
The B.E.T. Federation Ltd., Stratton House, Piccadilly, London W.1. Tel: Mayfair 8886 
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Advertising Case History—46 


How to bring a new look 


to overall advertising 


An unusual approach to the advertising of overalls has 
very favourable comment and response from the various trades 
concerned. 


ARDINER'’S Corner,” at 

the junction of White- 
chapel High Street and Com- 
mercial Road, has been a 
famous London landmark for 
upwards of 100 years. It marks 
a stage in London travelling, 
from the days of the old horse- 
drawn, tram up to the trolley- 
buses of to-day. “Stages” are 
generally in terms of public- 
houses. “The Angel” stands 
for Islington, “The Horse 
Shoe” for Tottenham Court 
Road. “Gardiner’s Corner” 
means Commercial Road. 
Gardiner’s are as “public” as 
the pubs. 

First established in Glasgow, 
in 1839, as general clothiers and 
outfitters, they opened the 

resent premises in Commercial 

oad three years later. 

Gardiner’s have always ad- 
vertised. Since their  incep- 
tion they have spent large sums 


of money on various forms of 
publicity, though, curiously 
enough, in the early days they 
never used the general press. In 
one year, towards the turn of the 
century, their appropriation 
reached £10,000 and was spent in 
large poster campaigns and illus- 
trated catalogues. 

Such catalogues! 

One produced in 1879 makes 
very wistful reading. A _ boy's 
suit could be bought for as little 
as 3s, 6d. and a man’s three- 

iece suit in “untearable” tweed 
or 21s. lid. A bowler hat for 
a boy cost a shilling. Another 
Gardiner ye printed in 
1899, is an excellent specimen of 
full-colour reproduction. A 
Dutch firm, Van Leer & Co., 
produced 400,000 copies, 12 
pages, 11 by 7 in., for a total 
cost of £9 10s. per thousand. 

Turning to more recent times, 
1921 was, for Gardiner’s, a year 
of reverse. They were seriously 
affected by the trade slump 
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Current advertising of Gardiner’s overalls is slanted to appeal to the 
specific trade addressed. The above appeared in the “Fruit Trades’ 
Journal.” 


which, eventually, led to a 
change of ownership. 
This, in turn, brought forth 

a change in advertising policy 

and, for the first time, adver- 

tisements began to appear in 

the general press 

The pom iy ‘of 1928 also 
had serious repercussions on 
Gardiner’s trading and from that 
time until the outbreak of the 
last war their programme was 
based on a _ rebuilding policy. 
Advertising continued through- 
out this period and played a 
prominent part in keeping 
Gardiner’s name and reputation 
before the general public. With 
the war, plans for the future 
received another setback but in 
1943 Gardiner’s decided they 
must restart advertising and ap- 
pointed Reid Walker Advertising 
as their agents. 


Rapid progress made 


To begin with, the appropria- 
tion was quite small, but as ad- 
vertising began to show results it 
steadily increased. Rapid pro- 
gress was made and now, in 
1954, although according to to- 
day's standard the appropriation 
is not large, Gardiner’s genuinely 
believe that with the aid of good 
advertising they are advancing. 

Yachting kit, for instance—a 
natural companion to seafaring 
wear—-has become an important 
item in  Gardiner’s activities. 
The crews of many famous 
yachts have been equipped by 
the firm and this branch of the 
business has been developed to 
the point when, this year, four- 
colour pages have been booked 
in all the leading yachting and 
motor-boat publications. 

General outfitting is still a 
major part of Gardiner’s busi- 
ness, together with naval and sea 
clothing, but in recent years the 
supply of protective clothing of 
all kinds has been = 

For some years overalls had 
been advertised in a few trade 
journals with satisfactory results. 
Close contact with the client en- 
abled the agency to suggest many 
other potential fields for the 


arge range of styles available 

— advertisements began to 
aepebr in many trade and tech- 
nical journals never before used. 

The campaign was highly 
successful and resulted in greatly 
increased sales of overalls. In 
the latest campaign, each par- 
ticular advertisement is slanted 
to appeal to the specific trade 
addressed. For = “Relish 
from Yorkshire . ut overalls 
from Gardiner’s” is appearing in 
the Grocer and Grocer’s Gazette; 
“Salts from Epsom . . . but over- 
alls from Gardiner’s” in Chemist 
and Drugegist and Pharmaceutical 
Journal. This unusual approach 
has already woe whe | very 
favourable comment and res- 
ponse from the trades concerned. 

To help customers who buy by 
post, Gardiner’s have issued a 
new 24-page catalogue. With 
four-colour covers and two- 
colour printing inside, it specifies 
and illustrates every style and 
size of overall sold by Gardiner’s 
and should result in satisfactory 
mail-order business. 


The advertisement designed for 
yachtsmen. 
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75 words on 
Radio Luxembourg- 


On Monday February 8th one 75-word sample announcement 
brought in this avalanche of requests from Luxembourg 
listeners! The programme was “GIFT BOX”—Radio 


% Figure supplied Luxembourg’s sample offer half hour series. 
Delavelle (G.B.) Ltd. ‘ 9 > P —_ 
poraal e S Radio Luxembourg’s loyal listeners respond with unfailing 


Stinton, Woolley Lid. Yegularity to offers of this kind, and form a market for your 
PRODUCT:-Blue Orchid 9 q9ds you cannot reach so effectively by any other means. 
~— Space buyers and advertisers should write at once for 
“FACTS AND FIGURES”—a comprehensive summary of 
Radio Luxembourg English transmissions. 


* 


preents in Britain sate Irel 4 numt RADIO LUXEMBOURG ADVERTISING LTD - 38 HERTPORD STREET - LONDON - W.1 


General Manager: G. Clement Cave. 
7,450,000 ADULTS § [Social Surveys Ltd.| 
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Typography in Advertising 


Transformation 


N THIS article I would like 

to say something about the 
most beautiful displayed ad- 
vertisement I have seen for 
some time. It is the half page 
display for Knight's Castile 
soap, headed “Reveal your 
natural loveliness.” Apart 
from the bewitching features 
of the young model, who has 
been chosen with a certain 
amount of genius, the typo- 
graphy is ingenious and 
attractive. 

I puzzled over the type in 
which the heading was set, then 
came to the conclusion that it 


was hand-drawn, as I noticed 
tiny discrepancies here and 
there. I find out that I am cor- 


rect, and that it is hand lettering, 
drawn around Garamond. 

Frankly, I cannot see why this 
has been done, but since the 
result is so attractive [ am not 
pursuing the matter. 

But examine this half page in 
detail. 


Catches the eye 


The beautiful little cameo in 
the left-hand corner, ting 
the girl’s head, catches the eye 
which runs to the right through 
the main headline and the big 
picture. The gaze is then cun- 
ningly taken out into the margin 
by the line of asterisks and then 
drops to the block of soap (well 
drawn) and back left to the main 
copy which is set in such a 
fashion that the eye is not tired 
and reads it quickly. The copy 
is broken up too with a little 
line drawing. The advertisement 
is also a beautiful thing to look 
upon as a whole, 

Now what happens when it 
is decided to condense this 


advertisement to a six-inch 
column? Something 


triple 


SURE, SUCCESS 
FOR SPRING 


scene 


By ROGER DARCY 


goes at the works— 
either the person who devoted 
such loving care to the 
ori has become bored 
with the job or the trans- 
formation has been left to 
somebody who has not the 
sensibility of the original 


For some obscure reason the 
charming mixed line and half- 
tone cameo is dispensed with 
and an anaemic line drawing is 
substituted, and then the words 
“., with Knight’s Castile” are 
set in, of all things, Spartan— 
not one of the best sans serif 
types, and certainly out of place 
in a classic setting where Roman 
faces have before. 
Then, instead of repeating the 
hand lettering below, as in the 
half page, Bembo italic is used 
for “Makes the most of your 
natural beauty.” Why the 
change? And, finally, the initial 
letter of the main copy is set 
in a bold sans, a definite blot on 
the landscape. 

Jill certainly turned my head 
in the half page advertisement 
but the smaller announcement 
turned me sour. 

A rather queer type mixture 
is being practised in 
“Alexon” advertisements, The un- 
attractive hand-drawn name-plate 
is for some reason being used 
with Old Face , Which 
being an “engineer's” type does 
not, to my mind, go very well 
with fashions. Also, as you will 
see, it tends to fill in, particu- 
larly on the smaller serifs of the 
“B” and “S.” us have 
experiment by all means, but 
also let us remember that some 
types take to stereotyping and 
rotary printing better than 
others, and agracy art depart- 
ments should, I feel, study more 


Left: A rather 
ueer type mixture 
as been used in 
this “Alexon” ad- 
vertisement. Right: 
The peculiar body 
matter setting of 
this Jay's item has 
been rather well 
done in Roger 
Darcy's opinion. 
embracing 
appeals to 
him. 
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closely newspaper printing as 
against riodical printing. 
The Old Face Open would, 
no doubt, sparkle on imitation 
art or some treated paper but is 
not so good on newsprint. 
Another thing I cannot under- 
stand is this seeming trend 
among agencies to revert to old- 
fashioned and often ugly type- 
faces, when there are so many 
pleasant modern ones available. 


Rash of Egyptians 


There is a positive rash of 
ugiy Egyptians and antiques 
being used. And now I see that 
Shell (who used to lead the field 
typographically) have resusci- 
tated Chatsworth, which was 
designed in 1910, and really has 
little to recommend it, as you 
will see from the illustration. 
It is solid, and that’s about all 
one can say for it. I cannot 
say that I like the “ICA” plate 
very much either. It -_ be 
the thing for certain people to 
go all Edwardian, but agency 
designers should stick to Eliza- 
bethan ideas. 

I seem to be in a_ highly 
critical and touchy mood, at 
is not so, however, and I will 
now prove it by paradoxically 
approving devices and faces I 
do not normally like. 

I am not very much in favour 

® Continued on page 20 
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REVEAL your natural loveliness 


-- @UTM RNTGM T'S CASTILE 


of your natural beauty 


tall Bei. 


Above: This half-page display is 
beautiful. Below: But , 
wrong it went! 


m& REVEAL your 


* *F natural loveliness 


with Knsgtt » Castile 
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HEAL’S NEW DESIGNS 
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Roger Darcy capreces the use of 
Playbill in this Heal’s item. 
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ALL ABOUT IT! 


a ; 


BIC NEWS! 


THE HARDWARE 
TRADE JOURNAL 


announces a 


dramatic increase 


in size from 


October ! 


From October Ist 1954, The Hardware 

Trade Journal will cast off its war-time 

austerity and increase its size by 100%, 

The standard 10° x7” printed page 

will be adopted. Full details and revised rates 

on application to N. B. Livingstone Wallace, Manager 


Published by 


BENN BROTHERS LIMITED 
154, Fleet Street, London, E.C.4, 
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The above booklet, just off the press, contains 
last-minute data on the communities served by the 
Southam Newspapers. It should be of interest to 
the their 


products to Canada or to those already doing business 


those contemplating introduction of 
in the Dominion and who are anxious to further 
expand their sales. 

A limited quantity of this useful booklet is still 
available. If you have not already received one, or 
if you have and would like an extra copy or 
two, please write our British representative: 
Mr. F. A. Smyth, Southam Newspapers of Canada, 
34-40 Ludgate Hill, London, E.C.4. Mr. Smyth 
will gladly furnish you with more-detailed informa- 
tion about the Southam markets, or any part of 


Canada, without obligating you in any way. 


THE SOUTHAM NEWSPAPERS 
OF CANADA 


The Hamilton Spectator 
The Winnipeg Tribune The Medicine Hat News 
The Edmonton Journal The Calgary Herald 


The Vancouver Province 


The Ottawa Citizen 


THE NEW AUDITIVE oF 
PROVED VALVE TO YOUR CAR 


Try the 
two-tankful 


Shell with 1-C A prevents pre- ond 
ned by cogine deposits Thousands 


a oi tows have prewed thas kt goves 


It’s a revelation 


© TYPOGRAPHY IN ADVERTISING -continued 


| Chatsworth is resuscitated in this 


Shell advertisement. But why 
desert the Elizabethans? 


of drawn lettering when a type 
face will do. But of the Jay’s 
advertisement, shown here, I will 
say that the elongated “Tweed 
and Flannel” comes off. This is 
because it is set off by the tall 
figure of the woman, left, and 
because, though it is very light, 
it attracts the eye at once. 


Peculiar body matter 


Normally I do not like 
peculiar setting of body 
matter, but in this Jay’s item 
I think it has been done rather 
well. In fact, if you examine 
the setting you will see it 
follows the woman's out- 
stretched arm and_ then 
swoops around to the name- 
plate, taking in the figures on 
the way. 

Nor, as you may have noticed, 


| am I very enamoured of Egyp- 


tian type-faces, but I must say 
I approve of the selection of 
Playbill for the Heal’s adver- 
tisement. Playbill is, of course, 
a modern Egyptian, but it never- 
theless follows the slab serif 
technique which does not appeal 
to me much. But in this an- 
nouncement it somehow fits in 
well with the contemporary 
furniture and is certainly eye- 
catching. 

Now for the silliest bit of 


setting I have seen for some 
time. 
This Fison’s advertisement 


may be very clever, but I wager 
it will not win many friends or 
influence many people. The 
staggered typesetting is meaning- 
less. It follows no_ special 


pattern and is quite aimless. But 
| the queerest -_* about it is 
the dotted lines. 
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How many friends will this win? 


for? At first, I genuinely 
thought that they constituted a 
coupon to be filled in. It seems. 
however, they are just a whim 
of the designer. He had to fill 
up the space somewhow—and 
there should be an apostrophe 
after Fisons in the last line. 
Quickie. The Fenwick hat 
advertisement might have passed 
for editorial material on a fea- 
ture page (the desire of many 
advertisers, I believe) but for 
one thing—that awful name- 
plate. If they had set their 
name in Bodoni it would have 
been a beauty. Or, better still, 
they could have left it out alto- 
ether and relied on the Soy 
ine beneath. Opportunity lost. 
After seeing this (if he reads 
mere advertising stuff) 


a Forward a4 


Spring 


New hate ate 
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In Bodoni this would have been 
a beauty. 
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Advertising Balloons attract attention and create goodwill! 
2c 
(—Y J You cannot help being $F attracted by 
brightly coloured advertising balloons. The — famous 
* GARTEX "’ pre-tested long-life balloons can be printed 
with your name ©) ° or the name of your product — 
(and, if you like, a gay design we 2s well). They create abundant 
goodwill wherever they are distributed. Children of all 


= =% 
ages love them, a. sees them . cd and the name 


of * GARTEX "’ cd Ses long-life. 

Write now for samples and let us quote o 
you for various KO quantities... We're ig YY sure 
Sw 


you'll be Lat surprised at the reasonable 


“GARTEX” Balloons 


FOR ADVERTISING 
YOUNG & FOGG RUBBER CO. LTD., 124/12 HAYDON S ROAD, LONDON, S.W.I9. Liberty 6281 


7 


Many of the most striking 
advertising and industrial films 
you have seen and _ heard 
were planned by 


EMPIRE FILM PRODUCTIONS 
ASK FOR FURTHER PARTICULARS 


SS NU Lh 
Many of the familiar illuminated _— 
displays and signs that catch : | 
your eye at the point-of-sale 
were designed by 


We YU HN 
HERVEY & GOODMAN LTD. 


Send for illustrated leaflet in full colours 
THE ADDRESS OF BOTH COMPANIES IS:— a 
RADNOR HOUSE, 93/97 REGENT STREET, W.|. Telephone: MAYfair 9901 : 
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the 
things 


we do 


In recent months we've 
designed, produced and distributed direct 
mail campaigns for a Wren church, a bookie, 
an ice cream flavour, an international air- 
line, a scrap metal collector, a well-known 
motor oil, an independent small town cinema, 
a self-service launderette, an industrial film 
unit, a fish and poultry shop, fresh air, a 
flower club, a meat tenderiser, a top-ranking 
fur company, a car distributing firm, a fashion 
house, a telephone company, a restaurant, a 
firm of fruit packers, an American shipping 
line, a wine merchant, an advertising journal, 
a—bless our souls, we're so versatile there isn't 
room to tell you half of it! For the full story 
of who we are and what we do, you'd better 
get us to send you a copy of our Facts & 
Figures. It’s interesting. 


Gil 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


The thing that intrigues us 
about all this is what varied 
jobs you’re going to throw 
at us next. We'd like to 
hear of them. 


Alexander House * Shaftesbury Avenue . wc2 * Temple Bar 264: 
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Public Relations 


Mobile exhibition to aid 
switch to new appliances 


T? INDUCE the public to 
buy modern smokeless fuels 
appliances the mobile exhibi- 
tion sponsored by the Solid 
Smokeless Fuels Federation is 
touring the heart of England 
reaching as far north as the 
West Riding of Yorkshire. 

This is the fourth in a series of 
tours, covering a period of about 
seven months. ocal publicity 
and public relations schemes for 
all the places visited by the exhi- 
bition are handled by Fordham 
Sadler Advertising Ltd. 

The importance of the mobile 
show to the smokeless fuels 
appliance manufacturers is indi- 
cated by a statement from the 
federation: “Unless anyone has 
seen and been shown the special 
features of modern domestic 
heating appliances, it is difficult 


to appreciate the attractive 
appearance, convenience’ in 
operation and fuel economy 


which can be effected by fitting 
these in place of old and in- 
efficient appliances.” 


| 
| Up the wall 


In furtherance of the cam- 
paign to win friends for wall- 
paper (see ADVERTISER'S WEEKLY, 
February 25, page 390), an exhi- 
bition entitled “Wallpapers for 
interior decoration and display” 
was recently held at the head- 
quarters of the British Colour 
Council, London, W.1. 

Organised by the Wall Paper 
Manufacturers Lid., the exhibi- 
tion coincided with the issue of 
the company’s new “Architects’ 
Book of 100 Contemporary Wall- 
papers.” 

Most of the designs on show 
were machine printed and of 
moderate price. Some were dis- 


A section of the wallpaper 
exhibition. 


played in a series of model 
rooms. 

Public relations for the exhi- 
bition was handled by Editorial 
Information Services (Osborne- 


i Way out East ! 


© bring Asians into friendly 
contact with electric hot- 
lates designed to fit Chinese 
rying pans was the main con- 
cern of Leslie Gamage, vice- 
chairman and joint managing 


Leslie Gamage looks on as 
18-year-old Lim Koon Teck 
cooks a meal in a kwaili. 


director of the General Electric 
Co, Ltd., while on a recent tour 
of Malaya and Hong Kong. 

Unlike the usual flat-topped 
hotplate, these special models 
are hollowed out like a saucer to 
fit the curved pans—called kwali 
—used in China and many other 
Asian countries. 

Ordinary hotplates have not 
been a success in the Far East 
<p the Chinese pans rolled 


Malaya is the first country to 
buy the new hotplates, but the 
G.E.C., which produced them, 
believes they will soon become 
popular in other parts of Asia. 

“Many of the native popula- 
tion have lucrative jobs now and 
live near electric power lines,”’ 
a company spokesman has said. 
“ They can afford to buy these 
cookers with special hotplates 
to replace old-fashioned cooking 
methods. And, of course, there 
are plenty of Europeans out 
there ready to buy them for the 
kitchen.” 
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An essential 


part of 
Sunday 


For Readers 
and Advertisers 


THE 
OBSERVER 


There is much to be 
gained that cannot be 
gained in any other 
way by using the 
advertisement columns 
of an influential 


morning newspaper. 


Belfast News-Letter 


Established 1737 
Donegall Street, Belfast. 85 Fleet Street, London 


ADVERTISER'S WEEKLY 


Probability No. | is that you don’t want an 
enlargement as big as that—but if you did 
we could produce one for you—if you could 
find a place to put it. 


Probability No. 2 is that before long you 
are going to want some really big enlarge- 
ments for exhibitions or mural decorations. 
Photowork can supply enlargements any 
size and quantity, black and white, sepia or 
in full colour. 


ph otowork wan 


& LILYWHITE LTD. * 


73 BAKER ST., LONDON, W.1. Tel: WELbeck 0938 
Head Office & Works: BRIGHOUSE, YORKSHIRE. Tel: Brighouse 1240 
BIRMINGHAM, CAMBRIDGE, GLASGOW, LEEDS, MANCHESTER, PLYMOUTH 
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YED NEXT MATTER 


ACE AT £20 


BASIC UNIT 


WRITE OR PHONE FOR 
FULL DETAILS TO 
ADVERTISEMENT MANAGER 


PACKAGING NEWS 
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Commercial Artists’ Portfolic 


OLOUR for Ivor Adelman 
does not only mean full 
colour for he believes that, 
well designed, a two-colour job 
can look just as strong and 
effective. 

Having studied at St. Martin's 
School of Art, his first job was 
with a small advertising agency 
—as a junior layout man. At 
18 he joined Denham Film 
Studios and was for part of the 
time in the art department in a 
studio on the outskirts of Paris. 

Then he became a designer in 
an advertising studio. 

In 1950 he began free lancing 
and last year joined Associated 
Artists. He is still with them. 

Since free lancing his com- 
missions have included designs 


Containers for long - playing 
records are providing commercial 
artists with a new field of opera- 
tion. This Adelman design for 
Decca is in red, white and black. 


for B.O.AC., B.E.A., British 
Celanese, and British Railways. 
His recent work has involved 
completing all the finished art 
work for a booklet published by 
Shell as wel| as the design for 
Thos. Cook’s guide book How 
to See London. 


Ivor 


Adelman 


Most of Adelman's work has 
been done for advertising 
agencies — layout, design and 
finished art work. Above is his 
design for Thos. Cook & Son, 
Ltd.'s guide book about London. 


In Adelman’s opinion the place 
of the designer and artist in 
advertising is all-important and 
the aim should be to produce a 
design in the simplest possible 
form and so bring the product 
before the public in the most 
attractive way. Simplicity in 
Adelman’s view is essential in 
every type of advertising, par- 
ticularly in a poster, which 
should tell its story immediately. 


He is convinced that an amus- 
ing and light touch can be com- 
bined to make a hard-selling 
instrument and three reproduc- 
tions on this page illustrate his 
versatility—from the simple but 
effective inipressionism of the 
record container to the full 
pageantry of the B.O.AC. 
coronation year brochure. 


During his last six 
months in the 
Forces, Adelman 
was art editor to 
an army magazine 
—a two - colour 
production printed 
in Graz, Austria. 
Martial pomp and 
spectacle formed an 
important part of 
his theme for the 
BO.AC. corona- 
tion year brochure. 


ty G thie ll —— 
| es os seminal: 
| | 
he | : 
Mo A 
‘, ‘ty LI ¥ 
MA LONDON 
by » or ol yy | Leo eS 
ed 4 "te f Bsc: oo a i 
Cn, Se “fs f | | i ” 2 Se 
p ~ ~, an 4 ee, \ (Pate ia ue * ¥ a 
: Nes Z C, 4 ; 7. . re ae 
| eng, r Vo “4,, Ay he Qin : 
| ‘ee SS , *. lp Vo teu, J a 4 , ‘ i. : * p ¥ 
ry, , Sav Se j : Vy “ty, y y: ‘3 ’ al 
. "9, ‘ v ¢ af WN ; jj ‘ "GE! Be ’ e. 
} S.. ™s ~ ‘40% “$ ¢ iy | | _ 
“a 6 '~ ” ? Me i : 7 S 
“as a + Me ; “ “°09 f *eeeeee ay | . ec weyeret 
“a RNG, | ackagi - | WL oe 
z te. ix, . aoe = — = * alle 
SSE SSS MN 
=| /monthly ee 
ST Se J ty, mon 2s Te ‘geuunnar a 
aes 7S My, Su Sa Ff ee 
’ ny Me, Waa, Sr"? hg a Vi a 
a ~? ™; 7 # 
| zy pm 008 AN 
: . Sunt z ee. 
f see > 
| Sa 5 eee aD 
“as > ALE ADVERTISEMENTS La Soe se sete 
“~ ~ ~~ _— 
| —<_i i 
“e wh 
— a oe 
ee 
ea | , ; q 
: tm. a” ‘7 
eS 5 } > LBS | £ 
4 , ae 4 ge x td 
ee " . } i : = : - | = | 
4 i pt Bn dite Bn te en _ “py 
ee SSS Rese 
ay i SS SSS 
J r. <n 2 & inet ee ae 
} " ue ane: ee 7 ree “a a. a ty 7" — ~ * 256 alle ae < as 
fe & a ae a ae. a or ae: ee ie 


7 ren: i — — 
4 ‘ . i “Ss se wie es il r i we a J an 
er. = ‘ ai mao? mes lhe See) Ay 
4 ee, cae iee- 23s ae FY Bn 
—— - , 3. & ae EP ie a We Se \ bude CS) Sell 
i cee Semen re) os eS as 
itt Me eae ee : pe mae o. 
ps Rees a res  - i ; Soe 
ey aan Bis a ; _—— Fei 
insu ea ae i severe — os Ne a ie Vrs Bs bee ae Ya Gi ‘ ae 
gaan = a ie 6 ¥ 5 i | iy a *, ee pS! _ st ill Up aTteu "a —— * af 
eae ane eT i 72 a ae is as S eek? ; eit ae " ae M a Va 
peo F BB it ii a - “hg! BE ; <a — a as Vi: : ‘ a “A ce : Fe (2 ee 
eal Aig oF F : ewe i ae Jal en a" a a erey a 4 333: * me! % ' 
y me . : id) ae y J er 4; rae j rei PR saa “aa : 7 ean . 
; ‘ bag): aaa" by 7 ; i he a ir = an Pi: a oe gil 
os ‘ Cte Boe aes Pee: eee : r eek eintee! a ; 3 
Acie 2) ae ais a : tS ae ae ape j eS " iy. , s 
7 Re a ee - a isis i a Saw 5 ae. 7 
ei | eee oan 0 es i ee, ns ee: ihe | ero ' Mas vit 
A Se: Eee : ‘ica | = sey a : a oe — 
ie : coe caer | srs | . amie i) +e 
a ; ee Gest ines a is rer a Tee re 
ons : Pie gc J ae aha feo ae ; ; 
cilia ec. i cae ee or : :. 
rea Ai) ee ae * 7 <i ‘ Nee. = * et 
5 LER intt 4 3 7 a “Moe a a. Lj i ha — a 
; ‘i oe a ee Oa 5 aed : * ' 
bike _ tt oa 34 be. - 7 r fais ne ’ a 
is ‘eee . = 4 a ee ; ? 
pe : fe 8686 lo a a ee Bo) ; iain 
ie a) ry q Bs 1 ian 
certs 3 4 : on ‘i : 
pare hi y a areal, , é ae 
rap be: 7 i Ri richly f 
é ee i : - ae # sey “ss ae oe 1 a oo ‘ 
q awh ead Le 7 a * 4 ey os, 
y! i : i? be ee se eal: tata bs VAN Pa 
4 my ae ~ ? N25 get a Strs % <4 5 wae ran “@ Baty. = ee 4 rx 
ORK Z mA Seta ee ae putes 5 ee, pe i “4 , 
Ae ‘oe - ¥: me Sh: er iMASar é 3] a ae rae i 
me. : ry oo Care ¥ ey , ea a cf. oo a. a 
a oa a Pe GMMR y ws den ee ee ‘a aS : = 
tie LB Speman eee Ore ‘ne ok ag ae va SF ert Ri. a: ae rt + 
a ee. Ae i a Mie ph. ee te Rig 1” nate - ys 
ni certs “ a ‘ We ar 7 ae : \ as a. Pa 
E me 3? iB ene Ie : P me yp” “opey ee eae eae a ae fe ri e ware 
: ' ; ae a 3 "eres, : ee Aa ee oe Se — a or oe Ey ‘nes 
‘1 ; pe ‘al . slash iy : i ~ ‘ i a a. #1 Se te a ‘ j A) ft an wal 
4 - Til i. y he ae oe y Se a ( a 
ee f — ihe eek, (a a er en . nee ge oe on —e 
5 — : hale oe ee 7 —- bs ear ier 5 ee £ Pa a aa 
ae of te ae . eG an fae gi * OS : ngs ke iar a aS -_ 
oi 2 > i po ae , te > «cat ae Tr a 2 5 ; a 
ps # “iar = 5 * , ‘ at 7a aa he Wh a Eee Be” oat Se ie, 4 a BF oo a 
Se = car “*. ty 4 aD eee } _— es : 7. ee i oe ‘ 
fs” "ies — = * ig 3 2. ee ee: ~! iieae es , hae: ie ee d 
th —_— i ee ee i eT 7) . 
" Aj a ; =. ee . - Nag Mee, by rie Ba OS ana a "7 (a : . aps Tig & 
¢ ° oat Age P at | B oA _ | ee | ‘ ea) = —_ 7 art aa Foal a , 
= ae ee su : 4 oe , ee, ae ul i if) ee m Be Piet: _ wa wliy 2 : 
shay eae. Wwe oF ay iA, “eas eee V2 ae ~ “a Baie 77 ; i a. uG A 7 
ia Pee a aha ‘e) {a le es Pe ks i F Ey tote ia > aes | a ae 4 
- Be Ps a ia q “ | ae ee Tae Cee a a 2 : i Se oa WO ce ae sa: : ae + 7 
_ ae aH — ‘ae. « Lk p a ae. ae ‘i a a ae : 
oh le oe Pa : . ak : Ti | ee ie any . ee ee 
Se errs fos a k F i. i ae ha * 3 laa er aS i a) a 
hr ek BaF tN, 5 ak, = a. ee te i i 7 SG ahs: fa hg 
4 Teed: (. ’ * oe i a a eo m 
Mtr i lll sla ie 1G ri: . ae Pe eee A | Se i eee: te 
ee 2. 4 : “ oo * a maApe . ae RM Si : 4 oy Pa ea 
Paes ge. is a ae ; oa ee new rea Ae ae ae) ci 
oe See 1 a ; po? % Ae a ue ak ha 
le te he 2” a — wie tae Na 
ieee: a ae , ma : i, a a = 2) ee i ei: : ee 
; he oe : sa Cag iP 0 hoa. ? .. ee miki ae me 
s ‘ . a ee EX fa mT thy ia aa Be lek = Geely ay ea ane . 
aie 2 ee a i Bam : ‘ “oe = a. ae _... 
eh el aa el ia ‘ S “i, ‘| ee a a o oa ST ve, = a 
Bt a oe . om Vee. a os se a. ae ea 
"te a path? re oe d Be ees SO See é } aa . : 
Se a. “ Ei >. a . eq oe fi. = SRE ele “a 25 alt ; ora a bs E 
ee a Pe : ie Bigs =f bo Mak oy ie a ce Oe eee ; F ioe ae = OC a7 
am Pa hs a a a nf ee EE 4 ORI ae wn, © ao 
bs es an b 4 ara “ oer ae Rae ae | va i ee ‘ 2 a a 
cic mH ei ‘ BY : a es 7 : Saf * ve ase - eek ql 1 a ci a 
i“ igs . i an aa; Me. oF ff ae cre” es af “a ste ea : aa ae 
. bi sie . Yea aon ae ioe : ee a a Par tc 
Bb a eS - me ie es ot ee mre eo ee eee 2 Ee Dae 
: f ae ts m= : ee os aa ie a a Salas i an b yop eae . 3 ool 
: pe vee | me: ey > Re eee Je Tig Nae ig ie is a ; ah 
Use *< ERs a pear 4 —— aan ee ee i - “ZY ew i ae F q 4 cece , Le 
Sale Die a . i. a eo as aes a f ioe Ba i 
ee ie “eae ‘<7 P 5 A SR ge an ee Sot, wie Se ic ; a hae 
he oy 4 ae tm oo ee ea as es i 1 oy ee 
i ‘ a ae. (ae ane et ss —— ae tee >= “Viet 2 nn Tk 
eal J - = : 2° Se : an . i Dee A Po ae ae ge 
Liha Filaik ae > on i - = 5) Es —— 0 a 
Ne Fate ; ce [ll iit _ a ce A i ae ba . A ies Pate a9 oe? ae ae L Mi : 
- a 7) a ee ), Seen a Fn a f — re z ewe : 
inh mic oe ———— 2 : ; =i eo ae Jeg oe ‘ Thy 7 
ee ine Pes Caan = jee eae: B 2, Ee Fa be aie mae ae : 
. ; ; ial —— Ne 7 ; | = RST ale ald ar a " a 
e = - Bs ; ———— a en Se oe ‘s 
t $ = r —  7Ue tie ae Mea tt. “hae Naa ” See Ae ty oI 4 ¥ 
' & we ee ae ae, ow ae ae ane eee 
a : — a Ee OE. a eae |! sa ed a ’ fhe: 
y. - aC ; 7 >: oa 7 ee Aiea — a. a he . e a Ree = mata . gat 
'. oF - * a a . r a ae ae es if aay ‘ haa” 
se ss) Ob sh : 3 me. ac ae : oo eee a nt a a 
Pn ~ yh ; ae Pe eral? ,.. aie ae Pi Pe a ee 
Mi 1 ge = 7 "eee 4 ‘ea: dg ss ok in? De - 3 ey a — 
j Beast ere -_ se 5 oy P < he vit + “tan a : ‘ ® Py. ore : 
oe he pars i‘ Btu cee a ©: er es tee ee - Scaeee ye 7 
abe a P F 7 = } . i Poe w Fs b E Ry i as 

es. 7 7. E¥ . a f = s z , i ie 7, gg , 0%, Fs i ied q as ; ; 7 
tee i 7 ele ae oS. ea ay stig, ~ = ee a ne r 4 vee Warr 
ge a — - oD ee. Sat / Bar ee Sa Coa ; f irs 2 ok 
i : j a fA et ae.» an ps Ae ie fa ea es aoe. S i j 

a ae et a a |e ee § eR eae - 
| ——— 2 ON Be se ot ee | | 
y » r me es a ee ee oy See Fi P i aw ary 4 ; 7 ks 

i ff ape. Beye") . ie leith pe See on ee j i; is oe 1 ‘ 
uae a ee eu ae oe “ag ey a ae Oa : 
ae ws f a ae BN ea i‘ ‘ Ue wa Ff : AiPSet 4 1 ; 
ae WA i: ‘ a mr ; ra a! Se . oa 3 pa 4 ila sit i a ; 
: f eo a 1 ey 2. ae ifs f - a ip: venine: ase i ¥, ‘ 
fe eal = aa ee at ™ We eed wie ee | re ee : 
sige pire tytn ea a ae 5 ea a Pept, ES, ; oe oe 7 arp 
— a eee ie i - » =e are . HV: id " Wee a a 6 ani ’ , - 
E Say Se be re 2 Sie i Pe fee ot Be rl i ees i ey f i 
en ay Bee. — ae rey at eid, sand ie: oe ool. a ta : x : 
7 & ; ee i . " ale ato et all “ F ai) a @ seit ‘ r * 
; Laall Te Eee: = EN he aa - The ; — <8 Bi : > 
5 a 2. va oe acl Peart: . ane - oe i —  *# es ae a ae  £ : 
1 i me oe E Lae Ria a Ta - gs pss. ae Pa ban = Bia bY ae 
; ae ES 2 ae ‘a ere : a— dim 4 ; 

Eg ial eo = cot ‘eae Tay ee ee a “3 Ble ' a i 
a aes, Lie a att , oa a i a cae 1 § iH ae ‘ a 4 
ore i a That 4 By Me b=! alae is + Pe : > cal ; Plea i | eee 
Ya5. a es ae oi E ae i ae ' ¥ — ; = A cee , ot: a 

es ; ; hia re ae can Res a ee i ee tied a oe ea 

ne - = le me ok Me sae : ae 
tan we a ier Sie ai; a, ae ae an Pe ee By ee fin 
a ae, Pee ee ae? é 
anes ~ J i Ae oh bude: z =F . Sa , (Gee sk ie > r 
at WN gee Me real ae eee ate ee ‘ Wha J a a 
Beet Ror: - sie naa. 2S as > eee ae 
= ees bie aa a ied i x Be ats . ?. r |) bee Me 7 ‘ “4 re VY ae 7 
oo Bee puLE " 1 ae: © E ee is a! aq 2 * in 
=< ee a om 2 ow s ~ i Ow ee ‘a an a We cee Et 
~ "Ro gia ~—iil ‘ Li Vee 22% 
7 ogee J rs ( > ee es 8 ey aes — E Sa a = ve el kee 
de cone en id a a oe aay: os = — — - 4 = ~~ Be. 
eo _ R i of 7 eer nee Phe 83 ey es ae. e 3 a va 
ae a a. am i) se ee a i ce as Ses os th 
ee a a le ee: ee ae a : a. eo ? aa a eo ae aaa se 
« my ee es eS ie! ea) ; oa \ Ne ey eee \ ae _ t ie oe a yee 
oes lee +, Se : 4 a ° a ba) aa ne , ey ee) 
x : ave 4 Gee i.-, 4 4 r , ‘ Er es 7 \ Paar sid fap gS . " Pe ch 
m Pee if? r a eee ; ies ait ne, ty si a % aa Pies eg Lait. i Re 
: pod ie a a no are 4 ae fas ce! ia) Saag See bec ue ary os Cla f Fin an 
: F E a c a ee jaa ro a atts 8h sc Bia” ae ie 
a 4 * ‘ : ar meee. ee . ae oe 4 | =e av 
A a ” 2 2 F ei: . te Ba va eo E Fae 
ee eee . Pit. te — i ee . 7h a are ae i 
ies bees a ee ny — ee ‘ “3 . — 2 . —_ js on ae a eee ee, oe oh * 
: ae ' =. Se a te - - i a 
——— a a aS + ho a * a Sg a Jake ie 2 ae aa pe ra mm 45 . pe a ais \ es kix ah 1 RE ay : ee] q 
= a en oS a eee 8 eres ee 8 ae E - oe 
A a Bees ea F ie E as ea q za 6 
| eg ee pred i 
iy a $34 


I the artist visualises anyone 
being carried away by a child’s balloons . . . 
he just does it. . . 
in supreme disregard of the law of gravity. 


The sky is the limit of his dreams. 


Colour is his main weapon. 
Scientists claim that there are 
only three primary colours 


but, by mixing them with brains and imagination, 


Piste] Waa OF VBouowis 


the artist creates variations by the million. 

He makes them dance and swirl like acrobats, 
laugh and ery, sing and whisper . . . 

focussing and guiding the spectator’s eye 

along the paths he blazes. 

No easy task for the printer to interpret the artist's vision 
in prosaic terms of paper and inks, register and brilliance. 
The artist is an exacting task master. 
In their “DANCE OF COLOURS ” Lewitt-Him asked 
for both precision and coarseness of texture. 


Folder designed 
We, of Royle’s satisfied their exacting standards. by Lewitt-Him 


Could there be a finer tribute to faithful reproduction ? 
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Artists 1N Farrurut Repropucrion 


A painting of our founder, 
William Richard Royle, 
hangs in our conference room. 
Silently he presides at our meetings 
with print buyers. Ever since 
William Richard founded a firm of copperplate 
engravers in 1833 . . . his skill and 
constant striving for FAITHFUL REPRODUCTION 


have been a living tradition at Royle’s. 


No doubt, our founder would approve of the skill 
of our engravers, many of whom have been with us 


since their boyhood. 


He would be pleased to see that the engraver’s care 
and striving for faithful reproduction permeate, too, 
Royle’s letterpress and photolitho work. He would nod 
with satisfaction that we make 


our own photolitho plates. 


The old man would approve, too, 
that we are paper merchants in our own rights, 
combining the master printer's knowledge with 
that of the paper expert. 
He would have been proud of the fact 
that papermakers have come to Royle’s to study 
the printing requirements of various papers . . . 


and ways of improving their own paper producing machinery. 


And—like many a print buyer—he would 
have concluded : if Royle’s handle a printing job, 
they see it through, taking very, very great care 
at every phase. Theirs is the sole responsibility. 
That's why so many famous firms 


have entrusted their printing to : 


W-R-ROVLE<SON Lid | °/ Lo xdo 


PHOTO LITHO AND LETTERPRESS PRINTERS - DIE STAMPERS - ENVELOPE MAKERS - PAPER MERCHANTS 


Head ‘Office: Ludgate Square, London, E.CA 
Telephone: City 6480 
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Aprit 1, 1954 


Home thoughts 


from abroad 


URING National Adver- 

tising Week in the U.S.A. 
recently millions of Americans 
saw on their television screens 
a young County Limerick 
woman proudly displaying 4 
copy of the Limerick Weekly 
Echo. 

Mrs. Laurence Barber, of 
Toledo City, Ohio, who is record- 
ing secretary of the Toledo Federa- 
tion of Women’s Clubs of which 
she is also a past president, was 
appearing in a feature sponsored 
by the federation. She had been 
selected to represent Ireland on a 
panel of speakers who described 
advertising methods in_ their 
respective countries. 

“It was my first appearance be- 
fore the cameras and T was a bit 
scared at facing the ordeal,” said 
Mrs. Barber afterwards. “I took 
with me a copy of the Limerick 
Weekly Echo, which is sent to 
me regularly from home. I used 
the Echo to illustrate my explana- 
tion of newspaper advertising 
methods in use in Ireland.” 

Mrs. Barber was speaking be- 
fore about 80 women assembled 
for the discussion, among them 
being those who conducted their 
own radio and TV programmes, 
and also newspaper columnists. 

ok co * 


Over Firty letters from readers 
in New Zealand and Australia 
describing incidents during the 
Royal tour have been received 
by the Kent Messenger. 

The fact that these people have 
taken the trouble to write gives 
some indication of the number of 
Kent Messengers which go 
abroad, not only to New Zealand 
and Australia, but to friends and 
relatives in all parts of the world. 

How widely local papers 
circulate has often been com- 
mented on—but these’ two 
incidents are topical reminders 
of that fact. 

* a rd 


HOLIDAY RESORTS have re- 
sponded enthusiastically to the 
Scottish Daily Record’s scheme 
for a “blue riband” award for the 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 


28 PRIESTS BRIDGE, 
UPPER RICHMOND ROAD, 5.W.14 
PROspect 8097. DAYGLO PRINTERS 


most effective poster issued by a 
British resort this year. 

The scheme is designed to 
stimulate interest in holidays in 
Britain and to encourage first- 
class poster art to this end. 

“Competition from the Conti- 
nental holiday industry is 
increasing constantly,” said 
Clifford Hanley, writer of the 
Record's long-established weekly 
feature, “Off the Chain.” “We 
believe in holidays abroad, but 
the maximum encouragement 
must still be given to our native 
resorts, which have plenty to 
offer visitors both British and 
foreign. 

“British Railways, who are in- 
volved jointly in the production 
of posters with many British 
resorts, have promised full co- 
operation, and individual resorts 
are enthusiastic. 

“On the basis of this first con- 
test, we hope to make the Blue 
Riband a permanent annual 


award, to stimulate continuing | 


interest and foster 
standards.” 
1K * * 

PuBLICATION of the Wiltshire 
Gazette's oes supplement on 
post-war building was advanced 
a week from the scheduled date 
to ensure it was not forestalled 
by a rival. 

The tabloid size supplement 
the first of its kind produced by 
the firm—was set in leaded 
7-point, with four 15-em columns 
to the page. Contents included a 
complete survey of building of 
ali kinds in the paper's circula- 
tion area since 1945, including 
the achievements of five borough 
councils, an urban district and six 
rural districts. Army, school, 
hospital and agricultural building 
was also featured, and there were 
32 picture blocks. Forewords were 
written by a professional archi- 
tect and the county president of 
the National Federation of Build- 
ing Trades Employers. 

Advertisements occupied exactly 
50 per cent of the supplement. 
There was a good response from 
local builders, who provided most 
of the 20 displays. 
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| SILK SCREEN ARTS L? 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 3147-8 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN 4 SHARP S EXPRESS Z 
CRAFTSMANSHIP DELIVERY 
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J THE MILES GRIFFIN CO. LTD. 
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“ROTAIRS 


are being used by Smiths Motor Accessories Ltd., Messrs. 
W. D. & H. O.Wills, J. Lyons & Co. Ltd., Hovis Ltd., 
Gillette Industries Ltd., Cadbury Bros. Ltd., Ind Coope 
& Allsopp Ltd., Jas. Robertson & Sons P.M. Ltd. 

and by many other world famous manufacturers. 


For working samples write or telephone to the Informa- 
tion Dept., A.W. 


4 SEATON PLACE, HAMPSTEAD ROAD, 
LONDON, N.W.! 
EUSTON 3941 


* UK. Menufecturing Potent 700429. Patented in all leading countries. 
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The Sereen Printing Process—8 


How to save time by using 


the silk screen process 


‘T HERE MUST be many 
thousands of silk screen 
operators, cutters and photo 
technicians to-day available to 
the screen process firm. But 
this situation has, however, 
come about only in the recent 
past. 

Since the days when it was 
used by the sign and ticket 
writer as an easy means of pro- 
ducing quantities of showcards 
and posters the screen process 
has grown into an important and 
thriving industry. ce of 
development can be noted t by the 
fact that the term “silk screen 
printing” was not clearly under- 
stood many people up to, say, 
1937. If a vacancy order was 
placed with a labour exchange 
in those days for a silk screen 
operator it was usually necessary 
to go to some length to explain 
what was really meant by that 
description. 


Art school training 


For that matter there were 
very few screen operators who 
would place their names on the 
books of a labour exchange be- 
cause of the small number of 
young men taking up the craft 
as a trade. Some art schools 
bravely included a course in 
their evening classes, but I must 
confess that any students coming 
to me from such courses usually 
needed a lot of tuition before 
they were efficient enough to be 
allowed to carry a job right 
through. 

It is yoey different to-day and 
some of the men available are 
very clever craftsmen who have 
applied themselves conscienti- 


geet we 


bee re a row 


L. A. Woollaston, Managing 
Director, Renart Siudio Lid. 
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those 
— ities of the process, and 
ad the courage to use it in the 
early "30s when it was looked 
upon with misgiving and even 
distaste by many buyers. The 
Unilever ogy! had the fore- 
sight to use the 

nique in those early days and 
has consistently supported it 
since. 

It was also appreciated by that 
organisation that the silk screen 
process could very  econo- 
mically be used for over printing 
a standard design which had 
already been printed by litho; 
this, to incorporate language 
and pack changes for export 
markets where the quantities of 
showcard material were relatively 
small and uneconomic for print- 
ing by litho or letterpress. 

The same possibility was fore- 
seen for short runs, such as 
salesmen’s brochures, where 
photographic illustrations were 
included. In that case these can 
be printed by letterpress half- 
tone process on coated board 


This  salesmen’s 
brochure involved 
Renart Studio Ltd. 
in 19 © printings. 
Letterpress and 
half-tones were 
used and 700 were 
processed. Such 
silk screen applica- 
tions are likely to 
play a large part 
in the future of 
print. 


and the colour design added by 
silk screen process. 

Such a combination is likely 
to play a large part in print in 
the future. 

When it is borne in mind that 


most screen printers besides 
being well versed in the techni- 
calities of their process also have 
a pretty wide knowledge of type 
faces, it should be seen clearly 
that buyers of print can call on 
the screen printer with confi- 
dence. The modern screen tech- 
nician usually has a fair grip of 
letterpress printing techniques. 
He also knows what paper is suit- 
able for what half-tone screen. 
This, coupled with the mechan- 
isation of silk screen printing, 
will give a tremendous urge to 
the industry in the course of the 
next few years. 


Efficient machines 


Thanks to mechanisation, it is 
already reasonable to think in 
terms of the screen process if 
quantities of 20,000 are required 
and this reflects much credit on 
those responsible for putting the 


necessa machines on the 
market. During the course of 
six years great improvements 


have been made in their design 
and some machines are capable 
of first class printing at a speed 
of 1,200 an hour. The screen 
printer is thus able to offer large 
runs of point-of-sale display 
material at reasonable costs. The 
print buyer need have no doubts 


This colour guide was essed 
by Renart Studio Ltd., 24 colours 
were used. Most modern screen 
printers have a fair grip of letter- 
press printing techniques. It is 
thought that this, coupled with 
advances in mechanisation, will 
give a big urge to the industry. 


about the quality of work printed 
on these machines. 


Bright fature 

In my opinion, all this indi- 
cates a bright future for silk 
screen printing. Now that the 
up-to-date screen printer has 
instalied cutting and creasing 
platens, photo technical appara- 
tus and varnishing machines, it 
is obvious that buyers of print 
will pay increasing attention to 
the process as a means of pro- 
ducing print in record time. 

The importance of time in silk 
screen printing cannot be over- 
emphasised. ¢ position now 
is that the process provides a 
most effective means of pro- 
ducing showcards, brochures, 


posters, etc., in an amazingly 
short space of time. 
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Left: Consisting of 10 | rye five leaves, creased and wire stitched 


this booklet called for 31 colours. 


The soap tablet was a half-tone. 


Right: Five colours plus letterpress and half-tones were used in this 


Puritan item. 
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"fry .® 
st ¢ ar ize 
(IN CLASS SIX) 


for SILK SCREEN 
COLOUR PRINTING 


THE FIRST NAME YOU 
THINK OF WHEN 
ORDERING 
FIRST-CLASS 
SCREEN FRINTING 


DISPLAY CRAFT LIMITED 


88 ACRE LANE « LONDON : SW2 BRIxton 7871/4 


H.. Ashford Down says— 
“CAN 1 GIVE YOU A CUE. ‘Q° for 
Quality, Quickness, & Quantity 
Production. The fact that we have 
won seven awards for Screen Printing 
in two years is proof positive that 
our Quantity Productions are also 
famous for Quality, and all our 
clients know that Quickness with us 
is a by-word whether they order in 
large quantities or Short Runs.” 
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ADVERTISER'S WEEKLY 


Tel 


Complete weekly coverage of the 
local government market. Rotes 
and Specimen Copy on request. 


M (PWS) 


h GRO 7452-3-4 


Display Advertising Offices, 21-22 GROSVENOR STREET, LONDON, W.!. 


GIANT FASHION BOARDS 


We surface boards with high quality papers up to 8ft. x 4ft. 


DAILY DELIVERIES TO COMMERCIAL STUDIOS IN LONDON 


COLYER & SOUTHEY LTD 


17-18 TOOKS COURT, CURSITOR STREET, E.C.4 
HOLBORN 6245-6-7 


ORDONS 


MANCHESTER 


$ 


SCREEN PRINTED 


POSTERS 


BANNERS, SHOWCARDS 

GORDON’S PUBLICITY LIMITED 

74, GREAT BRIDGEWATER STREET, 
MANCHESTER, | 


CENTRAL 6971 


8770, 0073 


* DISPLAY 
SILK SCREEN 
ASSOCIATED ARTCRAFTS LTD. 


36 NORTH RO., YORK WAY, LONDON, N.7 
- NORTH 3327-8 


* 
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R. P. GOSSOP LTD. 


@ Artists’ Agents @ 


36 CARTER LANE, E.C.4 
CENTRAL 6950 


ask Autotype’s 


advice it may save 
you time and money. 


Why not take advantage of Auto- 
type’s quarter of a century of 
experience in the production of 
Photo Stencils. They might be 
able to answer right away your 
problems on that “‘difficult’’ job. 


AUTOR WPS 


The Photo Stencil 
Specialists 


AUTOTYPE COMPANY LIMITED 


Brownlow Rd., West Ealing, London, W.13 
Telephone: EALing 269! 


An explanation of how colour is applied to the McCormick screen 
printing machine is given by H. Ashford Down, managing director 
of Display Craft Ltd. 


Art students 


tour modern 


silk screen factories 


A SIGN of the growing 
interest in silk screen 
printing has been the requests 
received by H. Ashford Down, 
managing director of Display 
Craft Ltd., from parties of 
students to visit his works and 
so study at first hand the work- 
ing of a modern silk screen 
printing set-up. 

The first of these visits took 
place recently when a party of 
senior artists from the L.C.C. 
Central School of Arts and 
Crafts, accompanied by W. 
Blaker, of the Printing Depart- 
ment, visited the two factories 
of Display Craft Ltd. 

The party was received in the 


| firm's board room, and with the 


assistance of one or two of the 
technical managers Mr. Ashford 
Down gave an hour’s talk and 
practical demonstrations to ilhus- 
trate the theory and practice of 
screen printing and its basic 
principles. 


Vast field ahead 


He said that screen printers 
could produce colour printing 
which had advantages over any 


other process, and for this 
reason a vast field of develop. 
ment lay before the industry. 


He pointed out, however, that 
letterpress, litho and screen print- 
ing all had their merits as well 
as their limitations, and numerous 


specimens of screen printing 
were shown to illustrate the 
advantage of combining these 


other processes whenever occa- 
sion demanded. Screen printers, 
he added, wished to work on 
friendly terms with the printing 
industry as a whole. 
Explaining that the techniques 
best suited for screen printing 


reproduction were rticularly 
flat tones, Mr. Ashford Down 
said that textures, scraper board 
and dry brush effects were also 
now in everyday use, thanks to 
the advance of science which had 
given the industry the use of 
photographic stencils and 
materials. 


‘Short runs’ value 


Many specimens of half-tone 
screen printing were displayed 
and it was pointed out that half- 
tone has a great part to play, 
particularly for “short runs.” It 
was observed, however, that 
designers would do well to work 
in consultation with technical 
experts if it was their desire to 
introduce half-tones. 


Tribute to agencies 


A tribute was paid to modern 
advertising agencies who had 
made it their business to under- 
stand the fundamentals of screen 
printing and were able to pro- 
duce finished artwork and type- 
setting ready for immediate use, 
thus enabling the screen printer 
to go into immediate production. 

Examples of the process and 
methods of reproduction in use 
by Display Craft 25 years ago 
were shown to demonstrate how 
the industry had grown. Par- 
ticular stress was given to the 
modern practice of utilising type 
instead of the hand lettering of 
bygone days. In the past such 
lettering was reproduced from 
hand-cut paper stencils, whereas 
to-day, various kinds of pro-film 
and photographic stencils were 
used which made for accuracy 
and fine detail work. 

During the two hour visit the 


@ Continued on page 29 


Ie — me al 
ay es 28 Apri 1, 1954 
oc foe trie 
| LOCARNMENT (Anant 
Bett, 
® » Re a rm sd 
‘ tf : F. i= eft Bhs 
io a x ary _. _ 
Se om, Je 
INES ce | | 
— 
A a hi Hi. 
| ee) 
a ——— ss 
———— | 
: FOR a 
Mf . | | 
. ae a | a 
ha zal Oo 
, Mg ee rat) nae ae a 
eater ae — 
at QAY ST, | Po 
: uy, 3. 
a: = } 
ot wn rs) | P| 
5 Hs | 
= a 
ees } & e) 
as a 
Commercial Art Gy Photography 
Tons Es 
-_—_—_——————| EE a 
[| _ 
- : : - : - - - ‘ ee 
ie | CU ee 


ee! ere | ae ate 7 => Se a) = Se 4 EP eee 
el 
— i i 


Apri |, 1954 29 


© ART STUDENTS’ TOUR -continued 


Four colours 
F for showcard 


EALISING THAT _ the 

urge to buy something 
new is a symptom of a pleasant 
form of spring fever which 
attacks most women every 
year, Chen Yu have pandered 
to it in an attractive fashion 
by offering them a_ special 
bargain price twin-pack of 
lipstick and nail lacquer. 


A showcard§ designed by 
Legget Nicholson and Partners 
Ltd. and headed “It's March 
madness! Special offer during 
March only!” had an appropri- 
ately gay and light-hearted 
approach. It showed a top-hatted 
March Hare saying to Miss 
March Hare “lipstick and nail 
lacquer for only 10s. 6d." The 
students were given short talks sawmill and woodworking depart- hare holds a card illustrating a 
by various managers in the ments which produce plywood bottle of lacquer and a lipstick, 
mechanised printing section and and headband screen printed on which is written “save your- 
the hand printing process, camera __ displays. self 4s. 10d.” 
and stencil making departments. 
Demonstrations were also given | 
of silk stretching and paint mix- | 
ing and at the Streatham Hill | 

| 
| 
| 


A technical manager of Display Craft gives a practical demonstration 
on the making of otographic stencils to students visiting the 
factories of Display Craft Ltd., to study modern silk screen printing. 


Keyboard typeface range displayed 


ya the last list of Chiswick different typefaces from which a 
Press keyboard typefaces was selection can be made by cus- 
machines engaged on cutting and | issued, many additions have been tomers. No printer can hope to 
creasing, paint spraying, etc., to- | made and a new book has carry them all. The Chiswick 
gether with gluing and strutting | appeared to illustrate the range Press range has been compiled in 
and other finishing processes. | now available. order to enable any normal job 

A tour was also made of the | There are to-day very many to be undertaken. 


: We'd have 
been lost 
without 


him ! 


factory, they were able to study, 
at first hand, high-powered 


Many a conference, 
meeting to plan 
a piece of printing work 
has been thankful that‘ 
Spicers Paper Consultant 
was there, But often it is 
not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


Telephone: CENTRAL 421 
19 New Bridge Street - London EC4 
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The showcard from the Legget 

Nicholson company who also 

designed the bamboo screen 
motif card for Chen Yu. 


Four colours, all in cellulose 
inks, were used for this effective 
silk screen showcard, which actu- 
ally took about 11 working days 
to produce from the completed 
art work. The finished card 
gives a partial litho effect, instead 
of a build-up of silk screen inks. 
A special “sleeve” gum-backed 
wrapper designed to tie-up with 
the showcard took five to six 
days to produce from the final 
art work, and is in two colours. 

Wrappers were sent flat to 
stockists who merely slipped 
them over a lipstick and bottle 
of lacquer to form the twin-pack. 
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campaign at an early stage 


Cc aenay in gather- 
ing material for a feature 
such as this one meets a man 
of rare interest or charm—or 
both. 

Geoffrey Gilbert is one of 
those men and it is difficult to 
discuss his work objectively. 
The man and his work are inter- 
changeable. 

His chief characteristic is a 
knack of getting his own way 
with a minimum of opposition; 
in so far, at any rate, as his 
creative camera work is con- 
cerned. The clue to this may 
well be found in the fact that he 
is an engineer and an extremely 
versatile industrial designer. 
Since the war, there has been 
only one notable break-away in 
simple camera design—the Gil- 
bert camera, which he planned, 
designed throughout and, through 
a sympathetic manufacturer- 
distributor combination, launched 
with notable success. The _ 
ficant part about the Gilbert 


Sea 


‘’ 
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AUTOMOBILE &) 


Bring the photographer into the 


Says JOHN HERON 


camera is that it concedes 
nothing to conventional camera 
design. It is full of surprising 
refinements and new departures. 
The unusual combination of 
engineer and creative draughts- 
man, brought to bear on prob- 
lems of creative photography, is 
interesting and effective, but is 
tempered by two other factors— 
one, of environment, the other 
of inclination. Gilbert's work is 
to some extent influenced by the 
best of American creative eto. 
aphy. He has, in fact, divided 
is time and his work between 
New York and London, By 
inclination he tends to empha- 
sise life, movement, the moment- 
ary expression—because, like all 
engineers, he is _ intensively 
interested in what makes things 
“tick” —especially, in his case, 
human “machines.” 
He is to some extent fussy 
about what he chooses to do—and 


The unusual twist 
in this Johnson's 
Wax advertisement 
shot—a_ reflection 
of the user's face 
in the surface she 
is polishing—is 
typical of Geoffrey 
Gilbert's work in 
the view of John 
Heron. 


rightly so. But once an accept- 
able subject is presented to him 
it becomes a challenge, and he 
lives it until he has solved it to 
his own and his clients’ satis- 
faction, 

Two well-known examples: a 
brilliant colour series for Gibbs 
Dentifrice (Young & Rubicam, 
1950-51), which featured photo- 
graphic semi-abstracts of the 
multi-hued dentifrice cases; on 
this occasion, Gibbs were selling 


Seige 


ASSOCIATION 


—— 


cost no more. 


are made by 


And the Autotype price list reveals 
that these standards of quality and integrity 


the toothpaste on the gaicty of 


the cases. These colour shots 
caused wide interest. 

The other example I repro- 
duce, a superb shot of a woman's 
hands under water, for Nulon 
hand cream (Young and Rubi- 
cam). Here the problem was to 
suggest need for care of the 
hands. Gilbert's approach was 
interesting—he said “Let's do it 
in a way which is essentially 

@ Continued on page 3! 


~AUTOTYPE 
_ ALSO SERVE 


AA service is traditional, part of the 
pattern of British road transport. Autotype 
also serve. They make enlargements uncom- 
monly well, particularly giants, and keep 
faith with their clients all over the country, 
week in, week out. 


Most of the really 200d enlargements 


oe 


Price list, together with an illustrated folder, “Are you interested in giants ?”’, 
are yours for the asking. But perhaps you would prefer to give us a trial order ? 


Autotype «= 


THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST EALING, 


LONDON, W.13. EALING 2691-2-3 
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© PHOTOGRAPHY - % 
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ADVERTISING 


—continued 


One of a striking 
series of photo- 
graphs by Geoffrey 
Gilbert for Reckitt 
& Colman's Nulon 
hand cream (adver- 
tising agency is 
Young and Rubi- 
cam). In Gilbert's 
view working as a 
photographer for 
the editorial sort of 
advertisement calls 
for some editorial 
experience. 


photographic, and which could 
not be done so well by any other 
— medium.” 
is latter point is extremely 

important, because only when 
advertisers, agents and photo- 
graphers get into line on this way 
of thinking do we see really 
forceful creative photography. 

The remedy to the inability of 
visualisers to “see” in terms of 
photography is to bring the 
photographer into conference in 
earliest stages of the campai 
. . . a8 was the case in the Gib 
Dentifrice colour campaign. 


Sales-dedicated men 


Successful advertising almost 
invariably involves a _ partner- 
ship of sales-dedicated minds, 
some with rich understanding of 
what motivates a buyer and some 
with rich creative genius, the 
ability to catch and hold the eye 
and mind. But all—sales-dedi- 
cated! 

“The connection between de- 
signing cameras and taking 

vertising photographs,” says 
Gilbert, “may seem tenuous. Yet 
to be one’s own client and ad- 
vertising agency even for a short 
time, has a sobering effect. One 
learns to see the other fellow’s 
point of view. Success almost 
always depends on the use of 
this sort ol beaode judgment. 

“Working for the editorial sort 
of advertisements, I think one 
needs some editorial experience. 

“A very useful and practical 
application of the engineering 
trade is the special equipment— 
particularly flash—I have been 
able to design for my own use. 
The subtle, sensitive lightings I 
often use would be difficult 
without special gear.” 

a * os 


I HAVE been probing the pos- 
sibilities of another type of 3-D 
photography, one for which— 
now—I see a very big future 
indeed. Many readers will re- 
member the products of Deep 
Pictures. I recall Jilustrated 
using “deep pictures” of Jimmy 


Granger, at newsagents some 
years ago. 

The principle of deep pictures 
is entirely different from that of 
the Roye-Valla and Picture Post 
stuff, which requires colour- 
spectacles to make it “live.” 

ith deep pictures, no spectacles 
were required. screen of 
transparent plastic, tooled in a 
certain manner, was placed 
before a photographic print 
taken on a special camera and 

rinted in strips, rather like the 

line system. Seen through 
the screen, bound in exact regis- 
ter with the photograph, the 
picture took on startling depth. 

Now, — through the en- 
terprise of an Epsom civil 
engineer (who “rediscovered” 
this principle quite by accident 
one day when he flung down a 
piece of tooled plastic on to a 
cea anger! and was surprised to 
see the effect upon a print from 
a half-tone block), the tech- 
nicians of Deep Pictures (now 
defunct) and one other firm who 
were interested in carrying on 
Deep Pictures’ experiments, have 
all n gathered together into 
one organisation—K. B. Lentic 
Ltd.—which is developing the 
advertising possibilities of stereo- 
scopic transparencies, flat pic- 
tures and change-pictures, in a 
most vigorous and enterprisin 
manner. R. . H. Brimfield, 
with whom I have discussed this 
at some length, has, in his 
Bruton Place offices, some of the 
most convincin stereoscopic 
transparencies I have ever seen. 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C2 HOLborn 252! 


the Top of the market read 
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“FARMERS? JOURNAL” 


(Official Organ of Ulster Farmers’ 


Union) 


For efficient 
of farmers 
out the Six 
ap of Ulster. 
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ECAUSE Canada's four 

Maritime Provinces are 
small, they are sometimes over- 
looked by those who make 
marketing surveys. Yet New- 
foundland, Nova Scotia, Prince 
Edward Island and New 
Brunswick have a combined 
population of more than 
1,600,000 and a relatively high 
level of buying power. 

There are at least three reasons 
why British exporters should 
consider them carefully. 

In the first place the Maritimes 
are on the seaboard and are 
linked with the United Kingdom 
by year-round steamship services. 
Transport by water from the 
U.K. to the principal cities of 
the Maritimes is cheaper than 
transport to these cities by rail 
from Central Canada or the 
United States. Other things 
being equal, this gives U.K. 
manufacturers an edge over 
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U.K. traders’ advan 


tages 
in Maritime Provinces 


By IAN SCLANDERS 


North American competitors in 
Canada’s Atlantic region. 
Secondly, the economy of the 
Maritimes revolves around a 
culture, logging, fishing, minin 
pulp and paper, iron and steel, 
hey import the bulk of their 
consumer goods—-clothing, foot- 
wear, electrical appliances, cars, 
farm machinery and general mer- 
chandise of all kinds. They also 
import — tools, fishing and 
logging ent, chemicals. 
Because 0 “this they afford a 
larger market for British exports 
than parts of Canada that have 
a greater population but are more 
self-sufficient industrially. 
Thirdly, because of their sea- 
side resorts, their mild climate, 
their fish and game resources and 
their scenery, the Maritimes 
attract the pick of the tourist 
trade from the United States. 
Through stores which cater for 
wealthy visitors, they provide an 
outlet for luxury items from 


Canadian International Trade Fair 
gives opportunity for Great Britain 


IS YEAR'S’ Canadian 

International Trade Fair, 
the seventh, will be held from 
May 31 to June 11 in the Ex- 
hibition Grounds at Toronto. 
This fair is being organised 
by the Exhibition Com- 
mission of the Canadian 
Department of Trade and 
Commerce. 

There will be 22 sections, in- 
cluding one outdoors, which was 
arranged for the first time in 
1952 to meet a demand for the 
showing of heavy constructional 
machinery. The fair caters not 
only for capital goods, but for 
a variety of consumer goods 
also; food products, drugs and 
pharmaceuticals, kitchen gadgets 
and household furnishings figure 
prominently in the displays. Of 
all sections, however, engineering 
and machine tools are by far 
the largest, with exhibits usually 
occupying about half the total 
space available. 

For the first time the Canadian 
National Air Show will be held 
in conjunction with this year's 
fair. Exhibits ranging from 
scientific apparatus to complete 
—- will ay = display. 

is the only inter- 


Advertising and 
selling problems 
in Switzerland ? 


national trade fair held regu- 

larly in North America at tthe 

present time it possesses 

unique ay for United 

Kingdom firms to present their 

i to both Canadian and 

ited States buyers. The fair 
authorities, fully aware of this 
factor, have special 
efforts over the past two years 
to encourage U.S. businessmen 
to visit the event. 

This fair is not only worth- 
while for those United hosfonn 
firms with existing distributive 
arrangements in North America 
and anxious to extend their sales, 
but also for those firms who con- 
sider their products to have a 
sales potential in the North 
American markets. A number 
of U.K. firms in the past have 
found the fair to be a good 
means of introducing their pro- 
ducts to these markets. 

A sign of its value is the 
emphasis placed upon it by large 
numbers of firms in other Euro- 
pean countries. For instance, 
increased interest on the part of 
businessmen in West Germany 
has been marked by bigger s 


bookings over the last three 


ears. Similar rises can be shown 
or other European countries. 
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Britain—fancy woollens, bone 
china, cutlery, a and 
leatherware, for exam 

Newfoundland, the “most 
easterly of the Maritimes, is 
Canada’s newest province. 
Britain's oldest colony, it joined 
the Canadian Confederation four 
years ago, and has since under- 
gone a tremendous economic ex- 
pansion. This has been due to 
a combination of factors—vast 
expenditures by the United States 
on North Atlantic defence bases, 
fiscal help from Canada’s federal 
government, and a progressive 
rogramme launched by New- 
oundiand’s provincial govern- 
ment under Premier Joseph R. 
Smallwood 


Pulp and paper 


With a population of 361,416 
(latest census figures), Newfound- 
land has the biggest pulp and 
paper mill in the British Com- 
monwealth, accounts for more 
cod fish than the rest of Canada 
= together, and, at Bell Island, 

a major iron mine. Cur- 
rently, its fish industry is being 
modernised, and for the first 
time its diversified mineral 
wealth is being uncovered and 
exploited. On top of this, a 
score of new industrial plants 
have been built, some of them 
with government help, to pro- 
cess such raw materials as hard- 
wood, whale and seal blubber, 
limestone, gypsum, animal hides 
and pelts. St. John’s, on New- 
foundland’s east coast, is New- 
foundland’s capital, chief city and 
leading port. 

Nova Scotia, largest of the 
provinces, has a population of 
642,584 and is important for 
coal, iron, steel, timber, fish and 
apples. Its sprawling steel mills 
are at Sydney, on Cape Breton 
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Island, where its enormous coal 
deposits are located. The coal 
veins run out from the shore 
of Cape Breton and mining 
operations are carried on miles 
under the sea. Halifax, capital 
and chief city of Nova Scotia, 
is Canada’s most famous sea 
port. 


Orchards everywhere 


The Nova Scotia apple industry 
is in the Annapolis Valley on 
the western side of the province, 
where it is possible to drive for 
nearly 100 miles without getting 
out of sight of an orchard. Nova 
Scotia’s fishing vessels, mostly 
trawlers, ply out of Halifax and 
Lunenburg, and catch cod, had- 
dock, flounder, halibut. 

Prince Edward Island, with a 
population of 98,429 (the 
smallest of the four Maritimes), 
is devoted almost exclusively to 
agriculture, although it has a 
substantial oyster and lobster 
fishery. Exports are seed pota- 
toes to the United States and 
Latin America. It also exports 
turnips and seed grain. The 
capital and largest city is Char- 
lottetown. Lying in the Gulf of 
St. Lawrence, P.E.1. is connected 
with the Canadian mainland by 
a gigantic ferry. 

ew Brunswick, the most 
westerly of the Maritimes, has 
a population of 515,697. Its 
capital is Fredericton, on the 
Saint John River, but the largest 
city (and the leading manufac- 
turing centre of the Maritimes) 
is Saint John, a port on the Bay 
of Fundy. New Brunswick is 
the biggest potato-growing pro- 
vince in Canada, and also has the 
biggest sardine cannery in the 
British Commonwealth. Its pro- 


ducts are sent to all parts of the 
world 


Newfoundland (not 
page repel shown 
on this map), Nova 
Scotia, Prince Ed- 
ward Island and 


New Brunswick 
comprise the Mari- 
time Provinces. 


The gross value of 
the products of this 
Canadian _ region, 
by the latest esti- 
mates, is close to 
$750 million 
annually—-a_ figure 
which clearly indi- 
cates that the 
market of _ the 
Maritimes is worth 
going after, espe- 
cially since this is 
a market in which 
British exporters 
have advantages. 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 
Foreign Department, 

3 Av. Benjamin-Constant, Lausanne 
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NEW BRUNSWICK, 
CANADA 

Every al Seong ee 

Route a ° . 


. eo” ° 
Every village. 


Manufacturing, 
renee Pulp, 
Poper, Mining, pping. 
Stockbreeding, Farming, Fishing 


Che Teleqraph- Journal 
The Evening Times-Globe 


Saint John, New Brunswick 
CANADA 
The big daily Newspapers of New Brunswick, coverin 
every City, every Town, every Village and every Rura 
Route, at one advertising rate. 


UNDER THE SAME MANAGEMENT 


Radio Station CHS) The Maritime Farmer 


CHS! Television 


remains a straight line 
when you use Kodatrace 


Whatever you draw on Kodatrace will 


remain accurate for all time because 
Kodatrace has a far higher degree of 
dimensional stability. For quicker and 
more exact drawing there is nothing to 
equal Kodatrace. It’s the shortest distance 


between the idea and tke finished job 


THE MODERN TRANSPARENCY 


PRODUCT 
Send for leaflet and test sample Sekai 


SOLE DISTRIBUTORS 
H. C. STERN 
CRAVEN HOUSE, 121 KINGSWAY, LONDON. W.C2. 


Telephone HOL 6086 


Supplied in 30° ond 40° widths 
on rolis of 20 yords and holf 
rolls of 10 yords 
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A PROPITIOUS 
ALLIANCE 


Visitors to our works often comment on the 
noticeably keen interest which Gee & Watson 
craftsmen take in the job, and on the thorough- 
ness with which they discuss from every angle 
technical approaches to orders which present 
any unusual aspects. Frequently such visitors 
have added expressions of mild surprise at 
finding this commendable attitude in times 
when so much is heard of indifference to high 
standards of workmanship. The alliance of 
this enthusiasm of our craftsmen with the 
helpfulness of our outside and inside contact 
staff gives to Gee & Watson process engraving 
service a distinction all its own. If you get in 
touch with Gee & Watson, you will find that 
the, really are enthusiastic people who will do 
everything they can to handle your block- 


making intelligently, reliably and helpfully. 


CEE & WARSON 


ill SHOE LANE LONDON ECA Telephone CENTRAL 6555, 18 lines 
Northern Office at 4 Chapel Waths Manchester 2, Blackfriars 4660 


CREATIVE ART 
ADVERT 


STS AND PHOT! 
EMENT TYPESETTERS 


1GRAPHERS 


PROCESS ENGRAVERS 
STEREOTYPERS * ELECTROTYPERS 
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IN DENMARK YOU NEED 


Hjiemmet 


Wherever you go in Denmark you will find 
Hjemmet -the home magazine. You will 
find it in almost every fourth home in the 
country, every week and all the week. 
Hjemmet gives your advertisements a foot- 
hold in the family. Net sale 248,993 weekly. 


ALE 


AND 


The Magazine of the intelligent, fashion- 
conscious Danish woman of today. Within 
a few years of its first issue Alt for 


damerne has become an established national 
medium with a net circulation of 205,152. 


Exclusively represented in U.K. by 


JOSHUA B. POWERS, LTD. 
14 COCKSPUR STREET, LONDON, S.W.1 
Tel.: WHitehall 3366 


ADVERTISING IN DENMARK 


POLITIKEN 


DENMARK'S FAMOUS 
NATIONAL DAILY 


London Manager: FRANK L. CRANE 


se CORE STALEY, ©. C. CENTRAL 2811/2 


EXTILE 
MANUFAC TURER 


EMMOTT & CO LTD 31 KING ST WEST 
London Office: 50 TEMPLE CHAMBERS 


MANCHESTER 3 
TEMPLE AVENUE ECc4 
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New display gallery will 
stimulate shop advertising 


A new establishment has been 


i 
to improving advertising in retail shops. A lot 


mn Denmark with a view 
of research into 


selling practice went into its construction. 


N_ interesting development 
in the Danish advertising 
world has been the opening of 
a display gallery by the Balling 
advertising agency. The name 
given to this establishment is 
actually the “Balling Display 
Gallery”’—an English name— 
because the activities will not 
be restricted to Denmark. 
The new gallery has been set 
up to work for better advertising 
in retail shops and has been built 
on the basis of a lot of research 
into retail practice. According 
to the director, Max Hendriksen, 
“Modern advertising agencies all 
over the world are turning more 
and more te work on the whole 
process of sale not just adver- 
tising. Preferably, we follow the 
goods from when they go into 


production until they arrive in - 


the consumer's hand. 


Thorough inquiry 


“As a rule, it is quite another 
factor than the layout which 
decides whether the goods will 
succeed, and more and more 
people are realising the impor- 
tance of calling in the agency at 
the earliest possible moment. In 
order that we could be able to 
give our clients advice at eve 
stage of the sale, we undertoo 
a number of investigations which 
we called ‘the travel of the com- 
modity. It is on the results of 
these investigations that we have 
opened our display gallery. 

“We found that often even a 


powerful and well advertised 
commodity lost to a product 
which was better displayed. 


Retailers, even the cleverest, are 
frequently complaining about the 
lack of _ effective display 
materials for branded goods— 


and they mean material which 
can create a selling atmosphere 
on the counter or in the window, 
and not just a card or poster 
shouting out the name. Display 
advertising is nothing new. All 


we have done is to revive this 
form of advertising by breathing 
new life into stereotyped forms. 


DENMARK 


Until to-day, let us admit it, dis- 
play has only been a sideline 
attached to an advertising cam- 
paign.” 

In a _ statement about this 
gallery, Paul Fabricius, president 
of the Danish Sales and Adver- 
tising Association, inted out 
that within the field of display 
oo ent, Denmark had not so 

en keeping pace with the 

best abroad, and perhaps this 
was the reason why too little 
attention had been given to shop 
display work: “The novel things 
now being launched by Balling 
are so good that, at a blow, we 
ought to be able to remedy the 
old shortcoming, at the same 
time reaching an international top 
sition. I wish to congratulate 
nish buyers of advertising and 
publicity as well as the Danish 
advertising trade on the innova- 


tion that has been given to 
us through Balling’s display 
activity.” 


@ Continued on page 35 


A Danish open air 
mannequin parade 
staged by the Inter- 
national Wool 
Secretariat, The 
collapsible stage 
was carried y 
lorry and the show 
was put on in 14 


of the most 
important towns. 
According to a 
recent booklet 
“Denmark where 


the Tuborg comes 
from,” there is one 
car per 25 inhabit- 
ants, one radio for 
every four, one bi- 
cycle for every two 

-and one out of 
every five Danes is 

a blonde. 
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Lyons International Fair 


will be larger this year 


EW BUILDINGS | will 

again be added to the 
annual Lyons International 
Fair (April 24-May 3) which 
stretches for over a mile along 
the banks of the Rhone in the 
heart of the city of Lyons. 
The extensions will increase 
total capacity from 5,600 to 
6,000 exhibitors. 

A new pavilion is being built 
to accommodate the furniture 
exhibits which have become one 
of the largest sections of the 


fair with over 200 separate 
stands. Extensions to existing 
buildings will, this year, greatly 


increase the space for the toys | 


and games section which will 
therefore contain over 800 indi- 
vidual —— each with glass 
frontage. n 1953 there were 
already 420 “shops” devoted to 
this aspect of industry. 


An additional gallery will be 


allocated to the fur section 


bringing the total space to 
n 


eight galleries, re 


—— 160 individ 


ibitors. 


A view of the agri- | 
cultural machinery | 
section of last | 
year's Lyons Inter- | 


national Fair. This 


year the event will | 


put on display the 
products of some 
6,000 exhibitors. 
Representatives in 
this country are 
Robert Brandon & 
Partners Ltd. 


© FOCUS ON DENMARK -continued 


The Danish population has 
risen by about 500,000 since 1940 
to 4,300,000, and the birth-rate 
remains high, so that the younger 
age groups are abnormally large. 
Slightly more than half the 
population lives in towns, and 
Copenhagen with its suburbs 
contains 1,200,000 people—over 
28 per cent of the population of 
the country. Next in order of 
—— are: Aarhus (117,000), 

ense (101,000), Aalborg 
(80,000), Esbjerg (48,000), Ran- 
ders (40,000) and  Horsens 
(36,000). 

There is no radio or television 
advertising in Denmark, outdoor 

ublicity is strictly limited by 
ocal authorities and direct mail 
is relatively undeveloped. The 
predominance of the press is, 
therefore, unchallenged although 
film advertising is a worthwhile 
auxiliary medium. 


Daily newspapers 


Denmark is one of those 
countries in which every town of 
any size has two newspapers. In 
all, there are approximately 170 
daily newspapers in the country 
with a total circulation of about 
1,670,000 or 1.5 per family. The 
eight largest Copenhagen dailies 
have a combined sale of over 
600,000. There are several pro- 
vincial newspapers with a circu- 
lation of 20,000-40,000 and one 
regional daily reaching 64,000. 


But the enormous economic pre- 


ponderance of Copenhagen gives | 


special importance to newspapers 
published in the capital, where 
there are two newspapers with 
circulations exceeding 140,000 


on weekdays and 250,000 on | 
In all, 13 dailies are | 


Sundays. 
published in Copenhagen and 
account for nearly half of Den- 
mark’s newspaper circulation. 


Consumer magazines 


Consumer magazines sell at 


the rate of from 2.5-3 per family | 


per week, and the largest have 
circulations of up to 250,000. 
They carry less advertising than 
the dailies, partly because for 
many years they were hit by 
paper rationing and partly be- 


cause, due to increased circula- | 


tions, some of them are unable 
to increase the 
pages with their present equip- 
ment. 

Some of the illustrated weekl 
Papers reach a_ very high 
standard, particularly as regards 
art-work. Make-up and printing 
have improved much in recent 
years. The women’s magazines 
are now firmly established and 
are gaining ground. There is 
one popular photo-news weekly 
as well as a sports magazine and 
two or three children’s weeklies. 
The magazines are most efli- 
ciently distributed and 
every corner of the kingdom. 
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number of | 


reach | 
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14 Cockspur Street, London, S.W.1. 


We know something 
about the reader 
of the newspaper . . . 


—maybe something YOU too would 
like to know. 


He is a Dane, and as all Danes one of 
your good customers—in fact one of 
the best—measuring the turnover per 
inhabitant. 


The leading Danish daily Berlingske 
Tidende has sponsored a survey — 
conducted by the Danish Gallup Institute 
—and thus built up a solid knowledge 
of the Danes in general—and the 
Berlingske readers in particular. 


In comparing these two groups of 
figures you may learn a good deal about 
the Danes—how they live, how they 
spend their money and their time—and 
also why Berlingske Tidende is con- 
sidered of such great importance to all 
advertisers. 


During 1953 many facts were presented 
through our advertisements in the 
trade press. We are however in a 
position to give a number of additional 
facts of importance to advertisers who 
want to sell to Denmark. 


Herlingshe HF Tidende 


Copenhagen—Denmark 
Exclusive representatives in Great Britain 


Joshua B. Powers Ltd., 


Tel.: WHitehall 3366 
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‘Two Freds’ workers entertained 


Vinrur is its own reward, And 
I'm sure the Fleet Street Column 
Club stalwarts expected only a 
letter of thanks for the record sum 
from the ‘Two Freds”’ cricket match 
which they sent to the National 
Advertising Benevolent Society. 

But N.A.B.S. thought otherwise. 
You don't get over £2,500 every day 
of the week. A celebration was 
a for. But how? Every penny 

N.A.B.S. funds is allocated to 

j those in need. So the council 

Officers, led by president Sir 

Ss, put their hands into 

by own pockets and last Thursday 

at the Hyde Park Hotel entertained 

the “Two Freds"’ workers at a cock- 
tail party. 

Sir Miles himself welcomed the 
guests who included, he was glad to 
point out, ‘fifty per cent of the 
original Two Freds” in the person 
of Fred Slaughter. Paying tribute 
to the wonderful effort from one 
cricket match, he said that this 
series of matches had now collected 
over £10,000 for N.A.B.S. 

Andrew Milne, the club 
man, responding, hoped the day 
would come when the total of 
£10,000 to date would be beaten in 
one match. 

Congratulations N.A.B.S. 
cil, on a charming gesture! 


chair- 


coun- 


Setar Lester 
to Garlands 


moves 


AMONG the many accounts 
which —now leaving 
C.P.V. to join the board of Gar- 
land’s—has handled, phase the 
outstanding one is the lton Press 
account, which he controlled from 
December 1947, when he joined 
C.P.V., until March 1953. uring 
this period he worked on the 


launching of Eagle, 


sequent 
Robin, 
responsible. 

which he has 
are Crosfields 


launchings 
for which he 
Other 


an operation 
which set the pattern for the sub- 


of 
was 


accounts 


Girl and 


also 
on 


done notable work 


in 


the 


Unilever 


Group, Breeze, D. H. Evans, _ 
Dereta, Norvic Shoes, Kolynos, for 
which he handled 
campaign in India and Turkey, and 
the world marketing of Ribena. 


fore t 


war, 


the 


launching 


Mr. Lester was 


with E. W. Barney Ltd. and after it 
with C. W. Hobson Ltd. 

He is now on holiday in France 
before settling down to work in the 
rapidly expanding Garland agency 


which 
accounts 
stockings, 
tobacco, 


the 


Short's aircraft. 


recently acquired 


four 


Ingersoll, 


Gas 


five 
weeks 


Council, 


new 
Plaza 


Erinmore 


and 


a group of nine 
influential newspapers 


A.B.C. Weekly Net Sales 


117.37 I 


Associated Kent Newspapers Ltd. 


LONDON: 30 FLEET ST. E.C4. 


A ‘MOUSE’ TO GO 
ROUND IN CIRCLES 


To THE ever-growing list of 
“portmanteau words” (¢.g., 
A.T.O., E.D.C., etc) a new one 


has been added by John Wilder, pub- 
lic relations executive of Pictorial 
Publicity Co., Ltd. As a member 
of the British Interplanetary Society 
Mr. Wilder gave a lecture on Astro- 
nautics at the Writers’ and Artists’ 
Club, in which he described a 
development that he claimed would 
make the most sensational of all 
headlines within the next year or 
so. This was “M.O.U.S.E.” (Mini- 
mum Orbital Unmanned Satellite, 
Earth). It would be the first vehicle 
to reach outer space and “orbit” 
the earth, perhaps indefinitely. Its 
first purpose would be to carry 
scientific equipment to relay inform- 


ation of cosmic radiations and 
other phenomena. Its achievement 
would prove, however, the feasi- 


bility of a much larger project being 
designed by U.S. Project Study 
Groups. 

Mr. Wilder advised ali journalists 
to be on their mark, to forget their 
science fiction fantasics of metallic 
moonmonsters, but to be ready to 
record the first epoch-making step 
in interplanetary travel! 

His next lecture will be on “The 
theory of relativity; its implications 
on space travel.” 


Door to door 


STILL only 28, Gerald C 

whom Rooster Publicity Ltd. have 

appointed to their account executive 
team at Brae- 


mar House, 
Teddington— 
the new 
Home Coun- 
ties branch of 
the organisa- 
tion, is the 


youngest 
Rooster exec- 
utive. Pre- 
viously a 
creative man 
and press re- 
lations officer 


with $F. 
Edwards Ltd.. 
Mr. Carpen- 
ter shad a 
year’s rience as a “Hoover 
man, oclling appliances to the 


housewife- an experience which he 
remembers as “both sobering and 
stimulating; no agency man could 
fail to benefit enormously by it.’ 
His career in advertising began in 
1944 with Lintas and he was sub- 
sequently second copywriter with 
Foote, Cone and Belding, handling 
copy on trade and technical 
accounts, including Rotax and Frig- 
idaire. 


He lives at Carshalton, 
Surrey, with his wife (who used to 
work the F.C.B. duplicating 
machine) and daughter; and lists 


his interests as “motor cars, music 
and musicians.” 


7 * * 
THE SKILL which he has 
acquired, or perfected, as a member 
of the public speaking team of the 
Bradford Publicity Club should 
stand J, W. in good 
stead, for he a now been adopted 
rospective Conservative and 
ational Liberal candidate for the 
Manningham Ward of Bradford. 
A member of the Bradford and 
District Chamber of Trade and of 


the local Property Owners’ Associa- 
tion, Mr. Woodman takes a keen 
interest in the road safety cam- 
paign. 


weddin 


First 
St. Bride's, Fleet Street, was that of 


for some years at 
John . @ Reid Walker 
accoumt executive, and Miss Shiela 
Jones, whose family run ‘The Stan- 
dard” restaurant in Shoe Lane. 


SS PARE-TIME activit of two ad- 
vertising men is the Abbey Players, 
drama group of the Abbey Com- 
munity Association, whose next 
production is Agatha Christie's 
“Murder at the Vicarage.” 
tickets, which incorporate a draw- 
ing of a proscenium arch and of 
the classical comic and tragic 
masks, were designed by Roy F. 
Long and illustrated by 
Blackwell. 

Professionally, Mr. Long, an A.A. 
diploma holder and a member of 


the 1.A.M.A., is employed by En- 
field Cables. Unprofessionally, as 
the Players’ publicity manager, he 


designs and executes their posters, 
prepares literature, operates a direct 
mail scheme to let patrons know 
about forthcoming productions, is 
responsibie for scenic design, and 
is also a keen acting member. 

Professionally, r. Blackwell 
leads a double life. As an actor 
he was recently hailed by one paper 
as “TV's arch-villain.”” He is the 
Players’ producer. And he is also 
a freelance commercial artist work- 
ing for a number of advertisers. 

* 


* 
AMONG the 200 


‘ guests who 
attended the cocktail ree i yn 
by Albert Milhado Ltd., 


celebrate their A po ae Bang 
were people from the advertising, 
radio and press world. 

It was noticeable that this year 
there were again many new faces of 
advertising — and a great num- 
ber of celebrities also were present 
at this very informal and mixed 
gathering. Among those present 
was the well-known sports me 
Peter Wilson, Francis Durbridge, the 
author of Paul pours, P. Le Neve 
Foster (1.C.1.), R. 
Mulder (general manager, 
Jack Crump (secretary, 
representatives of the Netherlands, 
Danish, Italian embassies, of the 
B.B.C. and nearly all leading adver- 


lising agencies. ; 
Contact 


~ 


“We are hoping to start 
our new magazine with 


some guest advertisers 
too.” 
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To insulate a special transformer a few months ago, an 
Italian firm needed a reel of tough kraft paper 197 inches wide 

a reel which, stood on end, would overtop a London double- 
decker bus. It was supplied by the Reed mill at Aylesford, the 
only one in Europe able to make kraft paper to such a width. 
And it presented no problems, for Aylesford Kraft is normally 
produced by machines up to twenty feet wide. Since 1929, 
when — despite general prophecies of failure — the first 
of these giant machines was installed, Aylesford Kraft 
has become famous for its strength, its pliancy, its consistent 


Reed 


Yann 6e 


MEDWAY PAPER SACKS LTD 
RFED FLONG LTD 


~~ in NATI( 
SAVINGS CEI 


MINED vig 


UAT itisaaias 


There is no better Kraft than . 
ALBERT E. 
Aylesford Mills, Tovil Mills and Bridge Mills, Maidstone 


THE LONDON PAPER MILLS CO. LID 
BROOKGATE INDUSTRIES LTD 


HYGIENE PRODUCTS (GREAT BRITAIN) LTD 
E. ®. FREEMAN A wescorr LTD 


Head Office : 


A hundred and ninety-seven inches strong! 


quality. It owes these attributes, first, to British enterprise 
and British craftsmanship; secondly to the pure kraft pulp from 
which all Aylesford Kraft is made. Imported with quality and 
moisture-content carefully controlled—the pulp is restored to 
the ideal condition before the great machines begin to 
work their transformation. From them emerges a paper 
which has no equal for bags, wrappings and multi - wall 
sacks. Aylesford Kraft is in ever-increasing demand, and 
to-day more kraft paper is made at Aylesford than at any 
other mills in Europe. 


AYLESFORD KRAFT—made in Kent by British craftsmen 
REED & CO. LTD 


THE MEDWAY CORRUGATED PAPER CO. LTD 
THE NATIONAL CORRUGATED PAPER CO, LTD 

POWELL LANE MANUFACTURING CO. LTD 
REED PAPER SALES LTD 


EMPIRE PAPER MILLS LTD 


105 Piccadilly London W.1 
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Publications News and Notes 


How ‘Sunday Express’ 
half-page pulled 


A recent half-page advertisement 


in the Sunday Express for E. 
Gomme Ltd., featuring the new 
G-Plan furniture, invited readers to 


send for a catalogue. Well over 
12,000 took up the invitation and 
requests for the catalogue are still 
bemg received at the rate of 500 
a day. Six girls had to be assigned 
to deal with the Sonpenne. 

af * 


A new magndine, The G 

“a monthly ral for all gar- 
deners,”” is being produced by the 
Whitefriars Press Ltd., publishers of 
The Rose. Initial print order 
20,000 copies has already been taken 
up, and the first issue, the May 
edition, will ap ‘a on the book- 
stalls on April It will be pub- 
lished on the first of every month; 
price Is, “. per + 


The on Trade Soummat = 
revert to large page size 
October 1. The Standard LS.B.A. 
type area of 10 in. x 7 in. is to be 

adopted. The page rate will go up 
trem £21 to £2 le insertion (or 
from £12 10s. to £16 each insertion 
on the basis of 53 insertions). 
Colour will go up from £10 extra 
per page per colour to £11. 

ok oe a“ 

British industrial concerns are 
prominent among the advertisers in 
the annual number of the Ind 
Review, an English We 4 pub- 
lication claimed as the ony — 
nical journal published 
serving Pakistan. 


In a brochure The Middle Class 
Way of Life (6d.), the Manchester 
Guardian has collated letters analys- 
ing the family budgets of readers 
a from those with over £4,000 

a year to others with under £300. 

a a a 

Last Friday's issue of the Brad- 
ford Telegraph & Argus, its first 
20-page issue since the war, con- 
tained 65 columns of display adver- 
tising and 27 columns of classifieds. 

* # 


Last week's Investors’ 
carried a 60-page banking survey. 


* Re 
_ About half the space in a 20- 
pee supplement to Mon 
inancial Times was occupied by 
advertisements for jute mills, agents 
and finished-goods manufacturers. 


‘The Angler’ changes 
nds 


The Burlington Publishing Com- 
pany (1942) Ltd., proprietors of the 
Angler's News ‘and the Shooting 
Times, have purchased The Angler 
and will continue to publish it as 
a meneey magazine. ‘ 

a 

haiti Times is organising a 
competition to find the “Angler of 
the Year.” 


ok ak ok 
Flight (Associated Iliffe Press) is 
devoting a large part of its April 9 
joe to a review of the world’s 
a age? aircraft power units—gas 
ne eee ram-jet -_ rocket. 

aa 


The i Sea 1954 Cricket Annual 
of the Sports Argus has been pub- 
lished, price Is. 


*” ADVERTISING MANAGER’S CORNER i 


No Fooling 


If you're the type who can sense the small boy and 
the length of string attached to every innocent- 
looking parcel that lies in your path; 
smell the explosive through the fragrance of the gift 
if, on this Feast of Folly, you drop all 
incoming mail into a bucket of water before 
opening, then would you mind standing to one 
side, sir? It's the other fellow we're talking to. 
Anybody as hard-boiled as you would have placed 
his business with Harris long ago. 


cigar ; 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REG 3295-4 


if you can 
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» 


Features of the Spring issue of 
P. & Print are: a 5S-colour offset 
litho cover; the printing of the 
opening editorial pages on _ thick 
green antique paper; a three-langu- 
age summary of ft contents ; 
generally lively layout; and a wide 
and varied editorial coverage. Many 
of the advertisements are in colour. 


* * x 
A green-and-gold promotion 
folder for Country Life Annual, 


1955, announces its advertisement 

rates as: single page, ordinary 

tion, black and white, £140; sin 

page, colour, facing matter, £2 
x ke * 

Willing’s Press Guide will hence- 
forth publish three times a year a 
supplement giving full details of all 
ro information received during 

peas three months. The 
Gai will be published regularly 
on May 1 each year. 
a ob * 

For a Wholesale Federation 
Conference Number to be ~~ 
on May | the Fruit Trades’ Sournal 
is to offer a free lay-out service for 
every ful! page booked. 


Branded goods 
price list 


To provide their readers with a 
compact means of reference to the 
current retail prices of pro rietary 
branded products the srocers’ 
Gazette is to publish a monthly 


price list. The first, in the current 
issue, extends to 16 pages. 
Bs ok ok 


The 21st Daily Dispatch Brighter 
Homes Exhibition, which is being 
held at the City Hall, Manchester, 
until April 10, was opened by 
Richard  pemeee 


April he of The Practitioner, a 
special number on “Sex and its 
Problems,” contains editorial notes 
on the press and sex and on child- 
ren’s comics, and an article on 
writer's cramp. There are about 
80 pages of advertisements. 

ok of a 

Current issue of John O’ Lon- 
don’s Weekly is an enlarged Spring 
books number containing 48 pages, 
with a front cover in two colours. 
The issue contains 150 book 
reviews, and leading advertisers in 
the publishing world are represented 
in 20 pages of advertisements. 


ok * * 
The annual Spring agricultural 
supplement published with 


the 

March 24 issue Newcastle Journal 

ran to 20 pages, the biggest since 
the war. 

* ok 

The “Travelling Correspondent” 

of the Irish Independent tipped the 

first three horses in 

National on Saturday. 


1954 


We Hear 


Among the 202 cash awards made 
to —— employees during the 
year for passing various exam- 
jons are one for the final 
examination of the Inc 


Apa |, 


* 

Sky Neon Aviation Ltd. are 
flying a “house ad.” in the sky— 
one of their ‘planes fitted with a 
“Use Sky Neon” slogan. The 
‘plane, carrying the words in green 
neon lights, will continue its prestige 
flights — ome. 


The Suniel , of Com- 
merce are opposing five applications 
that have been made in Brazil by 
Brazilian firms secking to have the 
word “London” registered as a 
trade -= for —_ at 


As or no publishing "sate has 
been fixed for new evening 
paper which is te be launched in 

thdale by the Oldham Evening 
Chronicle. 


Poster exhibition 


The International Poster Exhibi- 
tion will be held in the board room 
of the Chamber of Commerce, Ship 
Canal House, ~' Street, Man- 
chester, from April 5 to 9. 


- 7 . 

More than 100,000 square feet of 
space for the British Trade Fair to 
be held in Baghdad in the autumn 
has already been sold—seven weeks 
after the issue of the prospectus. 
New pana are still ee in. 


* 

The British Féderation %e Master 
Printers invites pe from 
Young Master inters for the 
award of two Eric Bowater Scholar- 
ships, 1954, enabling the recipients 
to study paper making during a 
three months’ course at the Sitting- 
bourne and Kemsley Miui's of the 
Bowater Organisation. 


* * 
_ An_ Easter calendar has been 
issued by the Metropolitan- 
Vickers Electrical Co., Lid. The 


illustration, in black and white, 
features a young photographer's 
model, Joan Burgess. 


Swiss packs 


A display of samples illustrating 
how to package goods for Switzer- 
land will be shown at the Board 
of Trade offices at Lacon House. 
London, W.C.1, from Monday to 
Friday oe wee - 


* 

An p. le quane on greetings 
cards is preferred in a survey made 
by Hull Corporation of firms who 
co-operated in its scheme for dis- 
‘ributing reetings cards for 
publicising the city. 

* 


7 
Torquay Corporation publicity 
committee have accepted the pro- 
posal of the Swedish-Lloyd sppins 
company for joint advertising 
Swedish daily papers, on the a. 
of each sharing the cost but with 
the company using only one third 
of the a space. 


* 

J. F. “Goulden, editor 

Manchester Evening Chronicle. 

acted as one of the judges at last 

week's Candy Queen contest in 
anchester. 


of the 
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AN ESSENTIAL ANNUAL 
EXPENDITURE BY THE LARGEST 
PURCHASING GROUP IN 
GREAT BRITAIN 


£1,500,000,000 


IS SPENT BY THE 
TECHNICAL READERS OF 


The Municipal Journal 
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windlass ltl aati 


The Esso ‘droplet’ character drives his car furiously across the screen, 
leaving a trail of dust. As he gets out and brandishes a hoop, the title 
‘£880 EXTRA’ appears at the bottom of the screen. The Esso tiger 
crashes through the hoop and goes on to dominate the centre of the 
screen, while the completed title now reads: ‘Esso EXTRA LEAPS 
AHEAD !' This ties up dramatically, directly, with national press and 
poster advertising. 
Produced by THEATRE PUBLICITY for Esso’s Agents, McCann- 
Erickson Advertising Ltd. 


Camera passes across a kitchen table full of ‘party’ food; arrives at 
close-up of hands making sandwiches, a jar of ‘Splendo’ in foreground. 
Two small hands are seen ‘stealing’ sandwiches. Last hand is lightly 
smacked as it withdraws. Sheepish faces of boy and girl culprits are 
shown as two-line title fades in—'Who can blame them? They love 
the meaty flavour, too!’ Close-up of jar high-lights ‘ Meaty delicacy ° 
and ‘Prepared by Oxo’._ Title: SPLENDO FOR DELICIOUS SANDWICHES 
AND savourtes. Produced by THEATRE PUBLICITY for Oxo Ltd.'s 
Agents, Anthony Browne (Advertising) Ltd. 
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RRENT FILWILETS 


These are just a few examples of recent 


Publicity. You are invited to showings of these and many others, arranged at 
your convenience on request to the National Sales Manager—GERrard 9292. 


Produced by 
THEATRE PUBLICITY LTD 


LEADING SCREEN ADVERTISING * 4 COMPANY WITHIN THE J. ARTHUR RANK ORGANISATION 


HEAD OFFICES. |.4 '13 FINCHLEY ROAD, LONDON, N.W.3 (HAM 4424) 


% SALES & PRODUCTION: FILM HOUSE, WARDOUR STREET, LONDON, W.! (GER 9292) 


Aprit |, 


Filmlet opens with a close-up of film star Barry Fitzgerald. Camera 


The People, which is carrying Barry Fitzgerald's life story. This is 
followed by the shot illustrated above and papers are shown being sold 
at a brisk rate. The camera then moves on to a close-up of the top of a 
pile of newspapers and from there to a placard with the wording :— 
‘READ BARRY FITZGERALD IN THE PEOPLE ON SUNDAY’. 

Produced by THEATRE PUBLICITY for Odham's Press Ltd. 


e down your way 


Making a triumphant tour in an open-topped car, the famous kids are 
diverted by a waft of Bisto. They track it down to a nearby house. As 
the housewife answers the knock, we see that the boy is holding a free 
grocery voucher. Camera moves closer until hand and voucher fill the 
screen. The three-stage title is completed by the last shot. Full 
message reads : The Bisto Kids are down your way . . . giving FREE 
grocery vouchers... to Bisto Happy Families. 
Produced by THEATRE PUBLICITY for Bisto’s Agents, Alfred 


Pemberton Ltd. 


colour filmlets produced by Theatre 


then moves away to show that the photograph is on the front page of 


1954 
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Current Advertising 


Rosayne campaign 400 per cent 
up on Babycham scheme 


Pye take 18 
full pages 


Eighteen full-pages were taken yes- 
terday (Wednesday) by Pye to 
announce the a of 
tunable TV sets. The red 
in the Daily nak. The ‘Sar and 
16 provincial dailies and evenings. 

Also on the schedule are large 

in other London evenings, 
nationals and provincial papers. 

For many weeks all television sets 
leavin; oe the Pye foeery have been 
tunab hey can be used 
for reception of of the five B.B.C. 
stations in Band 1 in addition to 
the proposed eee pro- 
gramme in Ban 

A statement from ee Ltd. com- 
ments: “Prices and details of the 
13 channel sets reveal only a 
small imcrease in price over pre- 
vious models—a fact that will 
doubtless cause surprise to those 
who forecast considerable expense 
to the general public when com- 
mercial television starts up.” 

Arks Publicity Ltd. are the agents 
for Pye. 


Big ads for 
U.S. prunes 


Coinciding with the first shipment 
of Californian prunes to arrive in 
Britain for 15 years the Californian 
Prune Marketing Program, — 
represents all sections of the indus- 
try, are to launch a major adver- 
tising drive in this country. 

campaign will be concen- 
trated between now and the | 
of May. The advertisements will 

r in six national dailies and 
eight national Sundays. 

copy uses the slogan “From 
California—Here they come!” The 
campaign is being directed by the 
American agency of Botsford Con- 
statine and Gardner Inc. But the 
advertisements have been prepared 
and produced in London by Masius 
and Fergusson Ltd. 


Deodorant cream 


for ‘mass market’ 


Mather and Crowther Lid. are 
handling the advertising for a new 
W. Hampshire and 

deodorant cream. 

Large spaces have been booked 
in the Daily Express, Daily Mirror 
and women’s weekly magazines. 


Hedley’s offer a 


nylon clothes line 
clothes line, worth 


al 

To publicise the offer large spaces 
are being taken in women’s ma 
zines and national newspapers. he 
advertisements feature strongly the 
nylon clothes line and the names 
of the Hedley products are listed 
in small type at the foot of the 
advertisement. Young and Ru 
cam Ltd. are handling the publicity. 


A full-scale national Rey 
newspapers and magazines is 

used by Showerings Ltd. to launc 
their new r-y British made 
version of pink champagne. 

The campaign will he at four 
times the strength of the 
which launched the company’s 
Babycham a few months ago. 

A series of large spaces were 
taken in the Morning Advertiser to 
introduce Rosayne to the trade. 
The consumer campaign is using 
154 inch by six column spaces and 
11 inch triples in national dailies. 
Sundays and London evenings and 
this week full colour pages are 
“ taken = ——— Masius 

Ad, are t agents. 

Focal fog of the press adver- 
tising is Rosayne Gil. She will 
also be featured on drip mats, 
showcards, shelf-strips and bottle 
crowners. 

Because the name Showerin 
for long been associated wit 
rong = of cider, a new com any 
has been launched, Anglo-Medi 
ranean Wines Lid. for this ~4 
pink wine. Only the name Rosayne 
1s featured in consumer advertising. 


Eno account switch 
J. Varney and Co., Ltd., an- 
are 


Margarine makers 


make ready 


More trade press advertisi 
heralding the return of brandex 
margarines and cooking fats is 
breaking in the trade press. 

Van Den Berghs and Jurgens 
Ltd. are taking full-pages featuri 
the complete range of fats an 
margarines which will be ““Ready— 

10°—Stork, Echo, Tomor 
Kosher margarine, and Spry, 
Cookeen and White Cap cooking 
fats. Ad, are the agents. 

First advertising for Kraft mar- 
garine  * begun in the 


papers. bine A 
duct is “double-wrapped for fresh- 
ness—with a stout outer carton and 
parchment lined foil.” The agents 


are the J. Walter Thompson Co., 


Ltd. 

Sunbrite is being featured 
Western Margarine Lid. in 
pages. Dorland Advertising Ltd. 
are the agents. 

Golden Block Ltd. have appointed 
Wilfrid Tisbury and Co., he 
handle their advertising. A cam- 

ign for Golden Block margarine 

s been launched in the tch- 
worth area using local newspapers 
and colour filmlets. A_ separate 
campaign for Golden Block Kosher 
Vegetarian margarine is running in 
Jewish and vegetarian media. 


No brush needed 
Heavy advertising will be used 
to launch a new Gibbs brushless 
shaving cream. Large spaces are 
being booked in national news- 
papers and men's magazines Grous) 
the agents, Foote, Cone 
Belding Lid. 


CURRENT ADVERTISING 


AT A GLANCE 
Accounts 
CALIFORNIAN PRUNES for 
Masius and Fergusson Ltd. 
Campaign using national dailies 

and Sundays. 
GIBBS BRUSHLESS SHAVING 
CREAM for Foote, Cone and 
Belding Ltd. Campaign using 


large spaces in national dailies 
and men's magazines. 


5. C. ENO for the J. 
Thompson Co., Ltd. 


VITAPOINTE | hair 
cream, for Stecle’s 
Service Lid. 


Walter 


conditioning 
Advertising 


DOR deodorant cream, ore. 
duct by F. W. Hemedibe ‘and 
for Mather and 
Crowther Ltd. Campai using 
large ces in national dailie 
women's weckly magazines 
trade press. 


ROSAYNE for Masius and Fergus- 
son Ltd. Using large spaces 
national newspapers and trade 
press. 


M. KAHN (PAPER AGENCIES) 
LTD., agents for Ideal card 
cutter, for Paul E. Derrick Adver- 
tising Ltd. Using trade press. 


ROYLE AND SON LTD., 
mS litho printers, for St. Giles 
ublishing Co., Ltd. Campaign 
using ADVERTISER'S WeEKLY and 
other trade papers. 


MO L E m pm 2 aig LTD. 
makers insulatii r ractory 
bricks, for Rooster Publicity 

ACCORDO BLINDS LTD., and 

and Norris Lid., makers 
of disintegrators, grinding, crush- 


ing and sifting machines, for 
Taylor Advertising Ltd. 


NEWHOUSE VINYL TILES, made 
by Michael Nairn and Co., Ltd., 
i McCann-Erickson Advertising 


EVODE LTD., protective coatings 
and industrial adhesives, editorial 
account for Clark Matthew Busi- 
ness Promotion Organisation. 


SAMOR PURE FOODS LTD., 
tinned vegetables, fruits and other 
food, for Legget Nicholson and 
Partners Ltd. Market research 
will be followed by a test cam- 
paign. 


PALMEIRA DOORS for 5S. C. 
Peacock Lid. (London). Cam- 
paign using Brighton and Sussex 
papers. 


M. & 8S. MARTIN LTD., makers 
of Little Women and “Martinex 
models, Lincoln Hair Products Lid., 

Dry zl A 

Company, 

als LAd., Bn of plastic 

road marking units, for Scott- 

Turner and Associates Ltd. 


GOLDEN BLOCK LTD., 
Wilfrid Tisbury and Co., Ltd. 


Vv. W. EVES AND CO., LTD., 
makers of vitamin animal food- 
stuffs, for John Willis Advertising 
Lid 


for 


@ “AT A GLANCE” continued 
on page 42. 
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How One Agency 
Started 


7 
by Wills 
Ng life 
without a core of 
ready-made ac 
counts taken from 
@ parent agency 
When it set up, 
three years ‘0 
this week, its only 
t was an ex 
erienced staff 


zest an 

mercifully ignor- | 
ant of the hazards 

For the first year ee 
the company oper- y Wills was 
ated asa freelance Gn exception. 
copy/art service. - 
Many manufacturers, “ikin 


its 
work, asked D.W. to handle all heir 
advertising. Thusthe agency grew. 


This out-of-the-rut matling shot did 
work in a slack market y carly 
freelance commission for a Benay 
equipment manufac turer 


In its first three years Digby 
Wills has come to two conclusions. 
One, that the extra thought the 
ogame y always puts into an adver- 

tisement is more than economically 
justified by the extra value the client 
gets out of it. Two, that its enthu- 
siasti« agproaes to work is still its 
best asset 


we LO mace! 


7%. Wl Sao 


oeey a combination of hard, 


clear ite ner creative livell- 

makes W. advertising an 
attractive proposition for any 
advertiser. 

Now Digby Wills ip leoking ‘or new 
business. If ¢ Ap cogneng ‘or new 
sales we Oo t to meet 

Argosy re radio and television 
. chewing gum 
Brotherton basic chemicals 


John Gardner industrial catering 
Harkers veterinary remedies 
Hormoneza animal food 
Kenya Coffee 
glymoie typewriters 
Passa op) handknitters 

err 


vcr crop Sion 


Digby “Wills Lad 


for shrewd 
fresh advertising 


113 High Holborn WC1 CHA WI! 
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@ “AT A GLANCE” (continued from page 41) 


Campaigns 


PAKMAX using national dailies, 
Sundays and magazines (Alfred 
Bates and Son Ltd.). 


PYE using large spaces in national 
dailies, London evenings and pro- 
vincial press for tunable TV sets 
(Arks Publicity Ltd.). 


DEWAR’'S WHITE LABEL 
SCOTCH WHISKY using colour 
pages in weekly and class maga- 
zines, London and provincial 
evenings and quad crown posters 
on Underground stations and 

don and provincial buses (G. 
Street and Co., Ltd.). 


REMINGTON RAND business 
systems, machines and equipment 
using large spaces in class national 
and provincial dailies, manage- 
ment, accountancy, industrial and 
local government journals (G. 
Street and Co., Lid.). 


KEYSTONE LINGERIE using 
women’s magazines, trade eS 
and extensive co-operative scheme 
in provincial papers (Pictorial 
Publicity Co. Lid). 


JOHN COLLIER, formerly Fifty 
Shilling Tailors, using national 


and provincial press (Greenlys 
Ltd.). 


THOS, HEDLEY using national 
newspapers, and women’s maga- 
zines for nylon clothes line offer 
(Young and Rubicam Ltd.). 


DUNLOP using national and pro- 
vincial newspapers, Radio Times 
and London escalator panels for 
Family Four Dunlopillo mattress 
(C. F. Higham Ltd.). 


PEPSI-COLA using London and 
regional mewapepers (Masius and 
Fergusson Ltd.). 


BP SUPER using national dailies 
and Sundays, provincials and 
London evenings for new additive 
(S. H. Benson Ltd.). 


SUNFRESH using large spaces 
London evenings—national cam- 
eu later (Colman, Prentis and 

arley Ltd.). 


SUNKAP 
national 
(Colman, 
Ltd.). 


SCHWEPPES FRUIT SQUASHES 
using colour pages in popular 
and class magazines (Clifford 
Bloxham and Partners Ltd.). 


LIBBY’S EVAPORATED MILK 
using large spaces national and 
provincial newspapers, London 
evenings and trade press (T. B. 
Browne Ltd.) 


SHERWOODS PAINT LTD. using 
national and local “hry rs and 
> 0 gman (Stuart vertising 
Ltd.). 


using iar, 
dailies an 
Prentis and 


spaces 
Sundays 
Varley 


PICKERING’S PRODUCE 
CANNERS LTD. using national! 
provincial and trade press for 
new competition with £500 in 

ions (The Winter Thomas Co., 
td,). 


OPTREX using , national 
papers, women's 
interest wok magazines and 
trade press (Rumble, Crowther 
and Nicholas Ltd.). 


MERIDIAN UNDERWEAR using 
large spaces in provincial weekly 
newspapers, trade press, Daily 
Mail, worane News and Evening 
Standard (S. H. Benson Ltd.). 


news- 
and general 


GOLD CROSS SHOES using Daily 
Telegraph, Sunday Times, and 
double-page s vend in full colour 
in Vogue and trade press during 
May (S. H, Benson Ltd.). 


DOUBLE-TWO SHIRTS using 
national daily and Sunday news- 
papers, Radio Times, provincial 
newspapers and trade press for 
record campaign (James M. 
Greenwood Advertising Ltd.). 


LADYBIRD T-SHIRTS _ using 
national and provincial news- 
papers, children's media and trade 

we (Wilfrid Tisbury and Co., 
td.). 


COCA-COLA using full colour in - 


weekly magazines (London Press 
Exchange Ltd.). 


SOLO ORANGE SQUASH using 
national and provincial news- 
papers, periodicals, trade press 
and posters on main line railway 
stations (Mason-Peacock Ltd.). 


CHEN YU using women’s maga- 
zines for Fluid Cloudsilk, Cloud- 
silk face powder and Chen Yu 
lipstick (Legget Nicholson and 
Partners Ltd.). 


THE BRITISH VAN HEUSEN 
COMPANY using national daily 
and Sunday newspapers, periodi- 
cals, full- in Esquire, and 116 
— s (Willing’s Press Service 

td.). 


BP ads for additive 


New additive advertising broke 
on Tuesday with the announcement 
by Shell Mex and B.P. that the BP 
Super brand would incorporate a 
new additive—BP 08. — ; 

An extensive campaign is using 
national daily and Sunday news- 
papers, provincials and London 
evenings. H. Benson Ltd. are 
the agents. 


New bar game 


The D. Brook-Hart Company are 
handling the publicity for a new 
game, Bronx-Ball, being introduced 
to this country. It is ee wd in- 
tended for use in public houses, 
clubs, hotels and restaurants. 

A ress rty was held at 
Park Lane House, London, last 
week when a demonstration game 
was played between John Pulman, 
winner of the News of the World 
£1,500 professional snooker tourna- 
ment, and actress Barbara Kelly. 


Dressing for spring 


Thousands of entrants, men and 
women, have sent in their idea of 
what a smart woman should be 
wearing this spring for the “Design 
Your Own Spring Outfit’’ competi- 
tion being run by the Evening 
Standard. Judges are: Hardy Amies, 
Eileen Ascroft, Vivian Blaine, Lady 
Catherine Boyle and Jack Hawkins. 

There will be a week's exhibition 
at Harrods, from April 12 to 17, at 
which, in addition to the four win- 
ning dresses themselves, over 4,000 
designs will be on view. 


National sales scheme 

Evode Ltd., makers of protective 
coatings and industrial adhesives, are 
embarking on a national sales cam- 
paign. Plans are being made to 
feature Evode products in the daily 
press and trade and _ technical 


0 Organisation have been 
appointed to handle editorial sales 
promotion. 
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> Nibb-it campaign 


The display piece for Golden Goose 
food products. 


‘Golden Goose’ 


in aluminium 


“The goose must be perfect.’ 
This was the brief given to the 
Acme Showcard & Sign Co. by 
Gaines & Gaines Ltd. when they 
ordered new displays for their 
“Golden Goose” range of food 
products. 

The design team at Acme de- 
cided that an aluminium casting 
would enable them to meet this 
exacting requirement and at the 
same time give a_ light-weight 
model of long life. Drawings, 
wood carvings and trial castings 
were prepared before Acme were 
satisfied. 

A hexagonal base, 13 inches 
wide, is provided to give a dis- 
play space for a representative 
selection of “Golden Goose” 
products. This base is also an 
aluminium casting; the remainder 
of the display is in steel rod and 
sheet. The display has an over- 
all height of 30 inches and it can 
be readily dismantled. 


Race commentary 
was sponsored 


Less than 48 hours after Rex 
Publicity decided to inaugurate 
a section to deal with commercial 
radio and TV, they had bought 
the rights of the Grand National 
for Radio Luxembourg, on be- 
half of their clients, Alligator 
Rainwear Ltd. 

The recording had the com- 
mercials attached in a couple 
of minutes; it was then taken 
by despatch-rider to Southend 
Airport, and flown to Luxem- 

urg. 

The broadcast was organised 
by Bill Howard Patterson, who 
joined Rex as account execu- 
tive earlier this year. 


Research week-end 


The Market Research Society is 
holding a week-end course at Man- 
chester University from to-morrow 
(Friday) to April 4. 


is extended 


The campaign for Nibb-it, the 
new savoury, which is at present 
running in many provincial 
papers in the North, Midlands 
and West Country, is now start- 
ing up in Portsmouth and 
Southampton, and will begin in 
the Greater London area in the 
middle of this month, states Paul 
D. Short, general manager of 
Howards Press Advertising Ltd., 
public relations and advertising 
agents for the Nibb-it Producers 
Association. 

The first prize in the Associa- 
tion’s song competition was 
presented last week at a reception 
organised by Howards. It was 
won by David Caryll, who is in 
charge of the orchestrating 
department of Francis Day and 
Hunter, with a song entitled 
“Let’s have a nibble at 4 
Nibb-it.” 


Query in the Dail 


Irish Government 
advertising contract 


The recent change of advertis- 
ing agents handling Irish Govern- 
ment advertising was discussed 
in the Dail (Parliament) in 
Dublin last week when a 
Government deputy, Robert Bris- 
coe, asked if the Minister for 
Finance was aware that the Sta- 
tionery Office advertising contract 
had been transferred from the 
contractor who had held it for 
over 30 years, to a new advertis- 
ing agency and if so, whether 
he would state by whom the new 
contract was placed and if the 
transfer was made on the basis of 
a lower tender? 

The Minister (Mr. Sean Mac- 
Entee) said that the new con- 
tract (with Sun Advertising Ltd.) 
was placed by the Controller of 
the Stationery Office with the 
prior approval of the Govern- 
ment Contracts Committee. In 
the light of assurances sought 
from, and given by the successful 
tenderer, it appeared to the Sta- 
tionery Office and the Govern- 
ment Contracts Committee that 
his tender would be substantially 
more advantageous to the State 
than that of any other effective 
tenderer. 


CUP FINAL FOR 
NABS 


The London Advertising Foot- 
ball League cup final will be held 
at East Acton Lane, on Saturday. 
The finalists are George Newnes, 
the present holders, and London 
Press Exchange. 

Proceeds of the match, which 
is to be played on the British 
Light Steel Pressings football 
ground, are in aid of N.A.B.S. 

The cup, which is given by 
Major G. Harrison, chairman of 
London Press Exchange, will be 
handed to the winning team at a 
presentation dance at a later date. 
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wanted to depict a ne 
typical 14th Century woman he created the Wife of Bath, 
garrulous, gap-toothed, free-spending on the creature comforts 
of life. Today the Pilgrims would progress by motor coach 
but the Bath housewife hasn't changed much in 600 years. : 
Not so talkative perhaps, and the N.HLS. has seen to her 
dentistry, but she still spends money on what takes her 
fancy. For there’s always plenty of money in Bath, thanks 
to the healthy mixture of agriculture and light industries, 
and the importance of Bath itself as a shopping and tourist 
centre. This prosperous area should be included in every 
national campaign. The best and most economical way of 
doing so is through the Bath Chronicle at 9/- per $.C.L. 
It is the only evening paper printed in Somerset, and 34,000 
are sold every night-—14 copies for every house in the city, and 

F throughout this County and Wiltshire. 


[eFaaime AND WILTS 


Gel fuli details jrom 


The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767. 


Clovers 


Travelling saleswoman 


This is the magazine that circulates far more widely than 
official figures show. For instance, a reader in Kent tells this 
story of how one copy of “The Lady” travels regularly 
between England and Ireland. She says . . . 


“I have been a reader of “The Lady’ for the last 53 years, 
and I think that you may be interested to hear how one copy 
makes a little travel route on its own, My daughter in Belfast 
sends me her copy, I give it to my daughter in Holland Park, 
who in turn gives it to her Nannie; Nannie takes it home to 
her mother in Henley-on-Thames; Mother passes it on to a 
friend, who, when she has read it, posts it to her family in the 
South of Ireland.”’ 


This regular reader ae yet another proof that the 
hidden “‘hand-on’”’ circulation of ““The Lady”’ is at least four 
times as big as the official one of 81,700. In fact, the full 
circulation of “The Lady’”’ can never be pinned down in 
figures—this is one of those papers with that indefinable 
“something” which inspires reader loyalty and gives “The 
Lady” a much stronger pulling power than is obvious at 
first sight. 


When you want to sell anything connected with fashion, 
cookery, health and beauty, furnishing, travel, the theatre or 
cinema, gardening, or children’s interests, you’ll find ““The 
Lady”’ is the perfect saleswoman. 


Write to the Advertisement Manager, Miss G. E. Careless, 
The Lady Ltd., 39-40 Bedford St., London, W.C.2. TEM 8705/6/7 


TRAPINEX 


ADVERTISER'S WEEKLY 


FOR TRANSFERS 


BRIXTON 2057-8 


Encourage your stockists in 
BOLTON & DISTRICT 


BLANKET COVERAGE 
assured if you advertise in the 


BOLTON EVENING NEWS 


Lancashire Journal Series 


Combined circulation exceeds 168,000. 
Readership approximately a quarter of 
a million. 


21/- per column inch for either the EVENING 
or the WEEKLIES. 


No other Newspaper or group of Newspapers will carry 
your message into the homes in the area as effectively as 
these Local Newspapers. 


MEALHOUSE LANE 6, ARLINGTON ST. 
BOLTON LANCS LONDON 8.W.1 


Telephone: Bolton 1993 Telephone: GRO. 5220 
Advt. Manager: Wm. Sheppard London Manager: C. A. Miles 


! | 
) ‘ 
! | 
TILLOTSONS NEWSPAPERS LTD. 
j : 
! | 
) ‘ 


—_ ss. eee eee 


Service 
and quality 


Write or phone: TRAPINEX LTD 
176-188 ACRE LANE, BRIXTON, S.W.2 
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HOME 
COUNTIES 
NEWSPAPERS 
GROUP 


in 1953 @ record number of National 
Advertisers appeared in the H.C.N. 
Group with successful results—Cash 
~q on "his fertile area of Beds, Herts 


Bucks through the H.C.N. 
th of Eleven live local News- 
papers. 


Spoee and further details can be 
ned from our London Repre- 
am Will Kitchen Jr. Led., 13! 
Fleet m the A CA, Central i960, 
4 ye the Advertisement Manager 
Ider, Home Counties News- 

pa ee ‘Luton, Phone 5050. 


The Best Buy 
in 1954! 


William McMillan, advertisement 

direc tor, “Manchester Guardian’ 

and “Manchester Evening News,” 

who is on a business trip, and 

Mrs. McMillan on their arrival in 
New York. 


Gammans will address 


ABC luncheon 


The Council of the Audit 
Bureau of Circulations is to hold 
its first lunch since before the 
war on Monday, April 26, at 
the Dorchester Hotel, Park Lane. 

John Coope, chairman of the 
council (and deputy chairman of 
fo Daily - yen will preside. 

he geinciga! go est and speaker 

bt vid Gammans, 

M.P., Assistant Postmaster- 

General, who will speak on “The 
Press and Television.” 

The 2ist annual meeting of 


the A.B.C. will take place early 
in May. 


THE NORTHERN Will 


AND BELFAST POST 


Kates and Details from 
BRI 06! 


143 FLE 


LON 
PHONE: C 
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Newsprint: Government 
face increasing criticism 


Mounting criticism, both inside 
and outside Parliament, is meet- 
ing the Government's decision to 
authorise the importation of only 
25,000 tons more newsprint from 
Canada in the second half of 
this year and to give no assur- 
ance, at this stage, of the total 
imports to be permitted next 
year. 

In the House it was described 
as a “grudging concession tw 
necessity,” and the Government 
were reminded that our news- 
papers are the smallest in any 
of the free Western countries. 

Typical of press comment is 
this excerpt from a Daily Tele- 
graph leader : 

“Newsprint cannot be  pur- 
chased whenever it is wanted, 
like cigarettes from a shop. It 
is sold on a contract basis and 
the Canadian suppliers . . 


. are 
Jomaneine 


our-year con- 


tracts. 

The Financial Times com- 
ments: “Over the last two 

the United Kingdom’s liar 
balance has steadily improved 


till there is actually a surplus. 
Last year the increase in dollar 
earnings in Canada alone was 
about £30 million—that is to 
say, 10 times the amount that 
the Government has to screw 
itself up to eas. 

(See Press) 


i ‘The last ad 
was printed 
| yesterday’ 


~ O’Kennedy-Brindley, Ltd., 
the Dublin agency, are re- 
{ sponsible for a new series of 
advertisements to advertise ad- 
vertising, issued by the Irish 
Association of Advertising 
Agencies. 

First in the series, which, 
it is claimed, has already 
attracted much  favourable§ 
attention, is headed “The Last 
Advertisement was printed 
yesterday!” The co dis- 
cusses the effects on the com- 
munity if this statement were 
true. Less goods would be 
sold, prices would tend to rise. 
Quality would be sacrificed to 
an effort to maintain increas- 
ing sales. The housewife 
would no longer enjoy the4 
benefit of widely advertised } 
goods; the manufacturer 
would have no incentive to 
improve his product; the 
citizen would be cut off from 
information that enables him 
to make the fullest and most 
satisfying use of his spare’ 
time } and p apare Or income. 


Tributes to H. F. Crowther 


Amon 


the tributes paid to the 
late H. i 


. Crowther, a director of 
Rumble, Crowther and Nicholas 
Ltd., whose sudden death was re- 
ported in our last week's issue, are 
the following. 

W. Ewart Rumble writes: 

I met Crowther when he came to 
us aS @ young copywriter, way back 
in 1920, which now—so much has 
happened a, = very far 
yo OR gives some indication 

length Of our friendship, for 
he soon became a friend. | liked 
his youthful erness. He was a 
good natural writer with a flair for 
advertising that quickly developed. 
They were the days of our 
ning, and when work pressed hard, 
when new had to be pre- 
pared at short notice, there was a 
sort of student comradeship between 
directorr and executives that meaat 
buckling to together to get the jobs 


Warm atmosphere 


it was in this warm, youthful 
atmosphere that Crowther grew, 
and he was obviously very happy. 
In a few years he was promoted to 
ihe bend of the company, and 
from there = he ww ~ 
1 responsibility in t anding 
- ecsnants. e did wonderfully 
successful work on a number 
important national accounts, where 
his independent, unorthodox 
approach to advertising problems 
produced remarkable results. He 
certainly had an instinctive flair for 
advertising strategy and tactics. 
Throughout his career he 
this flair, and his characteristic blunt 
charm made him very much liked 


by all with whom he came into 
ct 


contact. 

J. B. Nicholas writes: 

A conventional obituary to 
Crowther seems almost incongru- 
ous; for although he prided f himself 
on being a plain, blunt man, not 
interested in office or honours, there 
was an additional ———— to = 
that made him gomeaeiy, .° 7 
character.” He ha certain idio- 
syncracies, slightly pellling to those 
who did not know him, but endear- 
ing to those who did. He emored 
being singular on impulse, ys 
had a stock of epigrammatic 
doxes that he ted to play mith 

The total effect his 
amounted to a charm, which A. 
him very much loved by diverse 
gw 34 -£ 7 en 

t was essen 

tical and realistic, he had an Podd 
en for idealism and worked in 
his own fashion for the betterment 

of advertising. With George Pope 
of The Times, and, I think, a few 
others, he was one of the ori inators 
of the Advertising Creative Circle. 


TV unit shows 
publicity slides 


An automatic projector for adver- 
tisement slides is being marketed by 
Film Slides Ltd. 


Named the Rotofilm it will pro- 
ject eight different edvertisnanents 
continually. Each pevesieemess is 
shown for 15 seconds. ther black 


on white or colour slides can be 
used both by day or night. 

The unit can 
imitation TV ca 
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| CLASSIFIED ADVERTISE 


An Assistant 
DISPLAY 
DESIGNER 


We are looking for a man 
who has had experience in 
the designing of counter 
displays and _ exhibitions. 
Previous experience in an 
advertising agency would be 
an advantage but is not 
essential. 

Write in the first instance 
giving a brief summary of your 
experience to 

THE ART DIRECTOR 


S. H. BENSON LTD. 
KINGSWAY HALL, W.C.2 


wishes to progress. 
Box 7150 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED RETOUCHER wanted 
for firs class work. Hours 9-5.30. 
Five-day week. Morgan-Wells Studio, 
2 St. Andrews Hill, B.CA, Telephone: 
CiTy 7542. 


— 7 = for A. and = 
Agency back 

—- of typography ~- BL an 

advantage. Small, happy West End 

Agency. Write fully in confidence to 

Boz 7145 Ad. Weekly 180 Fleet St BC4 


WHAT IS YOUR 
EMPLOYABILITY RATING? 


Are you between 

21 & 25 years o.1? 
Are you Agency trained? 
Are you accustomed to 
some degree of responsibility ? 
Do you know something of 
the mechanics of production? 
And do they interest you? 


For every question to which you have answered ‘Yes’ take one point. 
If your score totals 10 you are invited to write about yourself to 


S. H. BENSON LTD - KINGSWAY HALL W.C.2 


Have you an orderly mind?..... 
Are you determined to get on?... 
And earn a good, 
progressive salary ?... 
With 2 weeks paid holiday 
this year? 


LAVOUT/VISUALISER. Outstanding 
man required for West End Agency 
Applicants should have good imagina- 
tion and a quick and high sandard 
in the preparation of finished layouts 
for presentation. Progressive position, 
ideal conditions, holidays as arranged 
and salary according tw experience. 
Box 7148 Ad. Weekly 180 Fleet St BC4 

THE ENGLISH ELECTRIC ©O., LTD., 
requires a young man capable of pre- 

work and ‘ ° paring rough layouts for technical sales 

days this year as arranged and good literature and negotiating its produc- 
salary offered. tion with advertising agents and prin- 

Box 7149 Ad. Weekly 180 Fleet St BC4 Apply w Dept 

. W.C2, quoting 


TECHNICAL & GENERAL 
ADVERTISING AGENCY LTD 
Member of the LPE Group of Companies 


——_ must be prepared to work 
thout constant supervision. Applica- 


SENIOR 
COPYWRITER 


T & G require an agency-trained copywriter to 
work on a range of important industrial and 
National accounts. The right man will prob- 
ably be about thirty-five with a lively mind and a 
genuine interest in things industrial. 


This is an interesting and progressive job for a good 
copywriter who likes hard work while helping to 
sell products and services that really matter. Braemar House, Manor Road, Tedding- 
Staff pension and insurance schemes are in operation. 

Write, giving brief details of age, experience and 


starting salary required to 
Creative Director, T & G, 167 High Holborn, W.C.1 


NEED AN ASSISTANT 


typographer 


RING GRO 3233 
ASK FOR MR. KELLY 


EXPERIENCED TECHNICAL —_— 
required for finished artwork in 
wash and colour, 
imeresting range of technical accounts 
A littl figure work desirable, though 
not essential. Apply to Studio Man- 

Rooster Publicity | imited 


ton, Middz. Kingston 1241. 
TUNTIOR INVOICE CLERK 
required. Must be accurate at 
and able to type. 5-day week 
Crane Publicity Lid., Quality House, 
Quality Court, Chancery Lane, W.C.2 
THE SIEAM TURBINE DIVISION of 
The English Electric Co., Led., requires 
a young man capable of preparing 
texts and photographs for technical 
articles and advertisements in connec- 
tion with all aspects of Steam Turbines, 


. CPS, 3396/7 
Ref. 1286, 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


to work Ay . | 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


want 


ARTISTS 


particularly 
lettering artists 


THEY OFFER 


First-class work from 
leading art directors 


Good companionship 
and association 
with leading artists 


Generous rates of pay 


to good man 


A five-day week 
Hours 9 a.m. to 5.30 p.m. 


Time and a half for 


overtime 


Superannuation scheme 


for long-term employees 


Planned studios 
overlooking famous 
London Square 


Paid holidays 


Write stating experience and 
salary required to Art Directo, 


CARLTON ARTISTS LTD. 
38 PORTMAN SQUARE, W.! 


De not send specimens 
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display panel inch. — i 
inch. All other — 
Classifications, 4s. per line, 45s. per display panel inch. Minimom, 3 tines. Box No. A 
charge, one tine ‘plus Sd. covering Postage, etc. Series rates on application: all | 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,” 180 Fleet Street, London, E-C.4. CHAncery 8844 (Ex. 25). 
APPOINTMENTS VACANT ae. ae 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Up to 
£1,000 p.a. 


and the opportunity to work 
on important National Accounts 


VISUALISER 
in provincial agency 


Accommodation arranged. 
Send specimens and full 
details to 


CREATIVE DIRECTOR 
Box 7090 
Advertiser's Weekly 180 Fleet St EC4 


AN INTERESTING AND PROGCRES- 
SIVE POST is avaliable for a young 
Engineer of Draughteman 
make « career in technical 
tising with the Finglish Becwric Co., 
itd. The miccessful candidate will be 
required to discuss advertising matur 
with engineers concerned with ail 
aspects of power generation, diswibu- 
tion. Applicants must be capable of 
administering a budget of expenditure. 
Apply to Dept. C.P.S., 336/7 Strand, 
W.C.2, quoting ref, No, 1283 

FIRST-CLASS GENERAL ARTIST, cx- 


perienced in figure, lettering and 
general, for Fleet Street Advertising 
Agency. Reply, stating qualifications 


and salary required, to 
Ad. Weekly 180 Pleet St BC4 


APPOINTMENTS VACA 


ement of persons answering these advertisements must 
gE 


CLASSIFIED ADVERTISEMENTS 
|_____APPOINTMENTS VACANT 


t d from 
Notification of Vacancies Order 1952.” 


FREE LANCE ARTISTS 
DAVID JUDD ASSOCIATES LIMITED 


have constant enquiries and « steady flow of superior work for one each of the 
following recognised Free Lance Artists. 


@ Top Fashion Illustrator © Strong Figure Ilustrator 


eative Lett @ Scraper Board 
— ‘ we OO WMustrators 


@ National Women’s Magazine Illustrator with a 
really contemporary approach 


Only capable artists specialising in ef@h particular subject can be considered 
for the class of work available. 


175 Piccadilly, W.1. 


EXPERIENCED LETTERING and re- 
touching artists accustomed to first-class 
work on National Accounts. Ideal con- 
ditions and good salary offered. W.1 
district. Write Art Director, | 
Box 7196 Ad. Weekly 180 Pleet St EC4 | 


Mayfair 5560 


CRASKE, VAUS & CRAMPTON LTD., 
of 83-84 Long Acre, W.C.2, require 
commercial photographer for object and 
copy photography and bromide print- 
ing, age about 25. Also first-class 
acrograph and general commercial artist, 

HIGHLY-FINISHED LETTERING and 
some layout. £12 w £14 a week in 
pleasant studio for experienced artist. 
Dix, 12 Great Newport Street, W.C.2. 


REPRESENTATIVE with sound connec- 
tions among Advertising Agents and 
others, required for progressive Studio 
Good salary and bonus. 

Box 7191 Ad. Weekly 180 Pleet St BC4 


EDUCATED YOUNG LADY, aged 23- 


29, with good shorthand, typing and | MECHANICAL 
English, required as secretary in | 
a ge BR PRODUCTION 
Starting wages £7 per week and 


Assistant 


luncheon ticket. Good opportunities 


for advancement for resourceful, intelli- 
semt pene. Boa No. 672, Derland London Agency has a vacancy for a 


Advertising Lid., 18-20 Regent Street, versatile young man of enthusiasm, 
S.W.1. with sound technical knowledge 


VISUALISER 


Preferably with 
store advertising experience. 


Write, 


stating experience 
and salary required, 


to: 


ALFRED PEMBERTON LIMITED 
93 PARK LANE, W.1 


and experience. While the emphasis 
is on Production, ample scope exists 
to exploit other related Agency 
duties. 

Write fully, giving age, experience 
and salary required, to the Secretary 
DUDLEY TURNER & VINCENT LTD 

19 BUCKINGHAM 5&T., W.C.2 


PRINTER OPERATOR required by 
Photographic Section of the English 
Electric Co., Lid., Stafford. Applica- 
tions from men with experience of this 
type of work in engineering are invited. 
Please apply to Dept. C.P.S., 336/7 
Strand, W.C.2, quoting Ref, 1287. 


LETTERING ARTIST required for pro- 
atessive studio. Write, giving details 
and salary required 
Box 7185 Ad. Weekly 180 Fleet St BC4 


FOUR-FIGURE SALARY 


Substantial firm in the Midlands 
requires a competent man for res- 
ponsible post in publicity depart- 
ment. Must be experienced in the 
preparation and production of pub- 
lications and sales literature. Good 
knowledge of the motor industry an 
advantage. This appointment carries 
a four-figure salary for the right 
applicant. (Our staff are aware of this 
advertisement). Please write giving 
full details of career and experience. 


Box 7121 
Advertiser's Weekly 180 Fleet St EC4 


Aprit 1, 1954 


APPOINTMENTS VACANT 


Somervells of Kendal 
need two keen young men 


Somervells, makers of K and Gold 
Cross Shoes, require two go-ahead 
young men to fill positions on the 
advertising side of the business. 


Advertising Assistant 


Age about 24. Experience of 
advertising with agency or manu- 
facturer essential, but drive, 
initiative and administrative ability 
will count a great deal. Starting 
salary about £450, depending on 
experience. 


Display Assistant 

Age 24 to 30. This opening calls 
for a man with originality and prac- 
tical experience, who is capable of 
designing in three dimensions. He 
need not necessarily execute his 
ideas himself but must be capable 
of putting his ideas over fo display 
manufacturers. He should have had 
some experience of buying display 
material. Commencing salary not 
less than £650 per annum depending 
on experience 

In both jobs a knowledge of the 
shoe trade, whilst not essential, 
would be an advantage. Both jobs 
offer excellent opportunities to two 
keen men—plus the attractions of 
life in the Lake District. 


Write, with full particulars, to 
Advertising Manager 


K Shoe Makers, Kendal 


OVERSEAS NEWSPAPERS AND 


PERIODICALS. London Office re- 
quires young man as advertisement 
representative. Good social and edu- 
cational background and pleasant 
personality. The ability to sell and the 
gift of writing good English fluently are 
essential. Reasonable salary to com- 
mence and excellent prospects for the 
right man. Write, giving fullest details 
Box 7206 Ad. Weekly 180 Fleet St EC4 


GENERAL ARTISTS 
REQUIRED 
Agency experience essential 
Phone for appointment CEN 5704 
WEW ERA ADVERTISING SERVICE LTD. 
St. Paul's Chambers, 19-23 Ludgate Hill 
London, E.C.4. 


PRODUCTION ASSISTANT, 


aged 20-25, 
with Agency experience required by 
Advertising Agency situated in Fleet 
Street. Five-day week, two weeks’ paid 
holiday this year. Write, stating age, 
experience and salary required, wo 

Box 7208 Ad. Weekly 180 Fleet St BC4 


VISUALISER /DESIGNER. Advertising 
| and publicity company (West End) want 
a young man, about 30, who can show 
us that he has sound creative ideas and 
can design top-quality press and print 
work The man we want is already on 
his way to the top-—we offer him every 
opportunity to reach it. Write, giving 
| age and experience, to 
| Box 7230 Ad. Weekly 180 Pleet St BC4 


ALDOUS HALL 
LIMITED 
66 RED LION ST. 


would like to hear 
from promising juniors 
with a flair 

for design 


WRITE OR PHONE 
CHA 5967/8 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Aprit |, 1954 


APPOINTMENTS VACANT 


ANNOUNCEMENT | 


of interest to 


SPACE-SALESMEN 


We are an old-established organisa- 
tion generally known as “Business 
Publications Ltd. and Associated 
Companies”. 


We publish a number of well- 
known periodicals and standard 
Reference Books—the “Advertiser's 
Weekly’’, ‘'Business’’, the 
"Advertiser's Annual’, etc. 


The top men on the advertising side 
of our business are men who have 
made a career with us, some of 
them having been with us for more 
than 20 years. 


Weare now looking for experienced 
space-salesmen under 40 years of 
age to join us as Assistant Advertise- 
ment Manager or Senior Represent- 
ative, with a view to taking over 
one of the top jobs in the not-too- 
distant future. 


If you wish to settle down in a 
happy publishing house, write 
to the General Manager, 180 Fleet 
Street, E.C.4. 


(Letters will be treated as strictly 
private and confidential). 


47 


‘CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


THE FLEET ILLUSTRATING 


SPACE BUYER 
need 


FIRST-CLASS 


We want a man who knows media, can produce well 
planned schedules and is abreast of readership statistics 
and research. He will be right hand to space buyer 
of one of the top West End agencies. 

Factual letter please giving concise case history, age 


and salary required to: 


Box 7210 
Advertiser's Weekly 180 Fleet St 


SERVICE LTD. 


require the following staff 


TWO THOROUGHLY EXPERIENCED 
GENERAL ARTISTS : 

Able to work in all mediums, figure 
work not generally required unless 
this is to a very high standard. 


FURNITURE ARTISTS : 
Capable of working in line, line 
and wash, colour. 


FASHION ARTISTS : 

With first-class experience in Store 
and General Fashion Illustrating, 
in Black & White and Colour 

to work on a variety of accounts, 


STILL LIFE ARTISTS : 
Able to work in all mediums 
Two vacancies also exist for Junior 


Artists who are willing to learn and 
have a flair for commercial art. 


ASSISTANT 


lLendon EC4 


TRACER, single woman, 


aged between 
25 and 40, required by Head Office of 
large concern in Westminster. Ex- 
perienced in tracing engineering draw- 
ings Good free-hand lettering 
absolutely essential. Ornamental pen 
lettering an advantage. Good pay and 
prospects. Five-day week. Super- 
annuation scheme. Stall canteen, etc. 
Write, giving full particulars, to Box 
775, c/o Dawsons, 28 Craven Sweet, 
Ww.c.2. 
will be returned after perusal. 


WELL-KNOWN TECHNICAL AND 


GENERAL PUBLISHER requires 
young man (20-24 years) for busy Ad- 
vertising Department, Copywriting and 
layout ability an advantage but keen- 
ness and desire to learn more important 
than experience. Apply to 

Box 7229 Ad. Weekly 180 Fleet St EC4 


PRODUCTION MANAGER 


for small established Agency. Must have 
sound knowledge of printing, typography 
and process work and be able to produce 
working layouts for press advertisements, 
folders and showcards. Age 30-40. Write: 


Box 7211 
Advertiser's Weekly 180 Fleet St EC4 


Woman 
Art Buyer 


required for London Agency to 
work as Personal Assistant to the 
Art Director. Experience of produc- 
tion and general Studio work 
essential. Good salary. 
Apply Staff Director 


W. P. S. 
Willing House, W.C.1 


Specimens of work submitted | 


| 


| 
| 


REQUIRED: 


ASSISTANT (female) for 
Advertisement Department. Some ex- 
perience of copy. Typewriting essential, 
Shorthand useful but not essential, Able 
to work on own initiative Pive-day 
week, age up to 45. Apply fully to 

Box 7217 Ad. Weekly 180 Pieet St BC4 


A WELL-KNOWN WEST END AD- 
VERTISING AGENCY requires a 
young statistician with one or two 
years’ agency experience. This is an 
excellent opportunity for a keen and 
efficient man to establish a research 
deparument in a first-class organisation. 
Write, giving details of experience and 
salary required, to 

Box 7228 Ad. Weekly 180 Fleet St EC4 


A GENUINE OFFER 


| wish to contact an ADVERTISING or SALES 
PROMOTION EXECUTIVE who would be 
interested in joining small existing company, 
at present lising in Techni 
service to Engineering Industry, as Director, 
with « view to widening the scope of the 
company to emb Seles P and 
Advertising Consultancy service. Location 
in Surrey. 


This would provide an alternative to a man 
considering entering the field on his own. 
Write in complete confidence to : 


§ Dustoll 
P 


Box 7206 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMAN 


required by 
ABC Railway Guide 


Applicant must be able to build 
up general National advertising (as 
distinct from hotels) for this 
publication, and should have good 
connections with Agents repre- 
senting National Advertisers 
Remuneration by salary and com 
mission. Write stating age and 
experience to: 


Advertisement Director 
ABC Railway Guide 
Thomas Skinner & Co. (Publishers) Ltd. 


330 Greshom House, £.C.2 


SPACE SALESMEN 


OR WOMEN re- 
quired, London and Provinces, for new 
advertising medium. 25 per cent com- 
Mission 

Box 7204 Ad. Weekly 180 Fleet St BC4 


These positions are permanent with 
top rates of pay. Successful 
applicants will have their holiday 
arrangements honoured with full 


salary. Write giving full details of 

experience to date 

Reply: R. D. BRADFORD, Director 

The Fleet Ulustrating Service Limited 
10 Argyll Street, London, W.1. 


SPECIALIST IN TV PROGRAMMING 
required by leading agency 
Box 7184 Ad. Weekly 180 Fleet St BCS 


GENERAL ARTIST 


required by London firm Specialising in 

Showcards, Cutouts, etc. Wanted—Live 

ideas, Modern Lettering and possibly some 

Life work. Preference for one with experience 
in collapsible displays 


Box 7219 
Advertiser's Weekly 180 Fleet St EC4 


DRESS MANUFACTURER requires 
young lady to act as liaison with Ad- 
vertising §=Agency. Shorthand and 
typing also required, 

Box 7220 Ad, Weekly 180 Fleet St BOS 


EXPERIENCED ALL ROUND 
GENERAL ARTIST required (Male), 
write giving details and salary required 
Box 6728 Ad, Weekly 180 Fleet St BC4 


LPE has a job 


with good prospects 


for a young 
typographer 
who must have 
had some agency 
experience 


Write full particulars to 
THE CREATIVE DIRECTOR 
110 St Martin's Lane ~ WC2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY Aprit |, 1954 


CLASSIFIED ADVERTISEMENTS ma 


SAMSON Situations Vacant: rh engagement of persons answering these advertisements must N OT L EY Ss 


Office of the Ministry of Labour or a Sch 


Agency eS aa Ss is a man aged - gy yp or o Seles cane i” inclusive Require 
unless . or employment, xcepted 
CLARKS | Notitcation of Vacancies Order 952" ASSISTANT to 


have a Knowledge of blockmaking, 
| Outstanding Visualiser rintnn. pests ead 

VACANCY | Please write or telephone for 
CECH, D. NOTLEY ADVTG. LID, 
WOMAN : - ‘ Be: 15 Hill Street, W.1. Grosvenor 8911 


| GROUP LEADER 
buying, etc. 
for a top line | R. DEAMER 
First-class position in London advertising agency (I.P.A.) SCRETANW SUGETRANGD SUPOBT 


j i i i quired for Publicity Deparument of 
COPYWRITER awaits a really talented and creative visualiser/layout qeees tor Pualiety Deserment ot 
man. Slick roughs to client presentation standard are py 
‘ > tising experience. Write 
strong on more important than finished work. Box 7215 Ad, Weekly 180 Pleet St BC4 


HOUSEHOLD 


APPAREL Applicants rd nee epee to: RETOU CHER 


HEALTH Advertiser's Weekly 180 Fleet St London EC4 Capable young artist with 
sound experience of retouch- 
ing mechanical subjects. Ability 
, : : to carry out some lettering and 
appoi CROMPTON PARKINSON LIMITED GENERAL LAYOUT ARTIST required » 
te ada om ntment invite applications for a post as Tech- for ar ne + + geeent = aor line work an advantage. 
+) r 3 nical itorial §=Writer. Applicants ing ge about 25. ‘entral London. , : 
y should be knowledgeable in the techni- | Box 7231 Ad. Weekly 180 Fleet Si BO4 Write or phone for appointment 
SAMSON CLARK & CO. LTD, | | ucts" and ‘poses a well developed | '“Ateney reauie youne man ixxconal || BATESON & STOTT 
a possess a velo | Agency require young man (National 
" 4 -—- Suatote wiine oo | Service completed) for responsible posi- st ad, EC 
. stating age @ tails o - tion. Simple layout, copy detail, know- 45 St. Paul's Churchyard, £.C.4 
57-61 Mortimer Street tion and career to date should be ledge of production. Must’ be a CENtral 2664 
addressed to Reference SA, Messrs. conscientious and accurate worker, tr 
London W.1 Crompton Parkinson Lid., Crompton Ful details to 
a sana House, Aldwych, London, W.C.2, Box 7216 Ad. Weekly 180 Fieet St BC4 


THE COAL UTILISATION COUNCIL 
has vacancies for two Display Officers, 
one based on Nottingham and one on 

CAvEYS. Restly good we -— La Bristol. They will be required wo travel 
ably with experience o echnica extensively, to advise coal and appliance 


Advertising. Ability w do some distributo 
Ts on showroom and window 
—— won =  -» Wore 9 displays and to design and supervise 
went jeotirey Lid the erection of displays at local 
90 Epsom Road, Sutton, Surrey. (Near iti 


exhibitions. Only men with creative 
Morden Tube Station.) ability, display experience and ability 


mites: 5 > yr wil be courted” Onmmmncing sy 

LETTERING ARTISTS ow Contributory — scheme: 
al 

AND EXPERIENCED WANT A efterince 19 the Publicly Ofer Ca 


ene ang TYPOGRAPHER SaaBUETION MANAGER 


required immediatoly. wanted to handle production work on group of 


Pleasant conditions. important technical accounts. Agency experi- 

Seay wan. . . Soviss aad groued bly to eahee teenie 

ART IN MARKETING LTD. Not over 35, with agency experience and production schedules are exsontiols. Seley 

102-105 SHOE LANE, LONDON, E.C.4 - fs range £500—£650 according to experience 

mapas proven ability to create advertisement layout end oa Manaing incor na “ 

COPY TYPIST (0/30) wannd in and also to design print. He will be working 12 Great North Road, Newcastie-upon-Tyne, | 
ry ye ty on a wide variety of accounts —many of las Ante. Vaasa ques tne Sen 
building, holiday this summer Perma- A . week —, <., London Advertising 
7, te fen ota National status. He will become a member a, |, Spas 

TRA of a keen and able studio group who will 
rnc bear their share of adaptions. This position ADVERTISEMENT 


PRODUCTION 
offers scope and opportunity to the success- SPACE SALESMAN 
Man required ful applicant. 


required for locally sponsored pub- 
who can handle Fn aha Nat- 


lications with high percentage of 
vision, Full conversant rich Write for appointment giving essential renewals. Excellent opportunity for 


Press Copy Pro- , , experienced man who is willing to 
- po hee My - 4 particulars—no specimens please—to | | travel _ Our representatives have 
—_—-’ = Tom Smith, Smiths’ Advertising Agency | | been informed of this vacancy 
Write fully stating if car driver to 
Traffic Ltd., 100, Fleet Street, London, E.C.4. 
Manager 
Mather & Crowther Limited Box 7190 


Brettenham House, W.C.2 Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Aprit 1, 1954 


APPOINTMENTS VACANT 


required 
We have « vacancy for a creative and 
versatile man to design first-class typo- 
graphical leyouts with or without the sid of 
illustrations. He must heave « “real feeling” 
for typefaces and the relation between them 
and the message they have to convey. 
Write giving details of experience and 
salary expected to 


ART DIRECTOR 


JOHN TAIT AND PARTNERS LTD. 
Grand Buildings, Trafalgar Square, W.C.2 


TYPOGRAPHER / PRINTERS’ LAY- 
OUTS. Agency experienced man re- 
quiredable tw prepare good type 
mark-ups and layout adaptations for 

, periodicals and brochures. Good 

of design essential-interest in 
artwork and studio organisation an ad- 
vantage Phone for appoinument to 
Crane Publicity Lid,, CHAncery 5287, 


PRODUCTION 


Two good production assistants 
required. Fully experienced in block- 
making, typesetting and general 
production department routine— 
adaptation experience an advan- 
tage. These jobs offer good 
opportunities for two keen young 
men. Write or ‘phone : 


PICTORIAL PUBLICITY CO. LTD. 


28 Denmark Street, London, W.C.2 
TEMple Bar 7982 


YOUNG, AMBITIOUS “OOPY” AND 
IDEAS MAN with good general back- 
ground and flair for original, terse 
expression, Fine opportunity to get to 
top rank standard Write J. A. B. 
Brockic, Haslam & Co., Incorporated 
Practitioners in Advertising, 231 Strand, 
W.C.2. 


Busy Advertising Manager 


requires 
ASSISTANT 


who is not afraid of hard work and 
responsibility. Experience in print 
essential, knowledge of display, 
exhibition and packaging useful, 
enthusiasm imperative. Apply 


ADVERTISING MANAGER 


Halex, Highams Park, 
London, E.4 


PRODUCT PROMOTION 


A Company of international repute, operating 
in the Pharmaceutical field, requires a first- 
class man to be responsible for the develop- 
ment end sales p of an imp 

group of products. Applicants should have 
considerable experience of packing and 
presentation, pricing, merchandising and 
advertising. The position carries a substantial 
salary, is pensionable, and offers every 
opportunity for future advancement. Write 
in the first instance, giving full particulars 

of qualifications and experience to: 


Box 7227 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


WANTED 
London 
Representative 


to act as Agent on behalf of 

Blackpool's Electric News Sign. 

Must have contact with leading 
Advertising Agencies. 


ELECTRIC NEWS LTD. 
3 Edward Street, Blackpool 


PRODUCTION MAN for smallish 
agency, hard working type who under- 
stands blockmaking, seeing print jobs 
through and knows production type 
routine, Send full details of training, 
experience and salary required. 

Box 7225 Ad. Weekly 180 Pleet Sc BC4 


CREATIVE 
ARTIST 
required 


for Point of Sale advertising 
media by leading Tin Printers. 
Position superannuated. Reply 


Box 7181 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE 
required in Midlands on established 
local displayed media. Excellent pros- 
Pects, guarameed territory. Applica- 
tions are invited from men with first- 
class space sciling ability. Write 
Box 7199 Ad. Weekly 180 Pleet St BOM 


APPOINTMENTS WANTED 


COMMERCIAL TELEVISION 


Late with New York agencies and 
Mutual Broadcasting System (TV) 
seeks appointment with commercial 
TV in this country. 
SPECIALIST in production of TV 
COMMERCIALS. 


Box 7188 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED FREE-LANCE 


FIGURE ARTISTS 


desiring representation 
contact 


The Tudor Art Agency 


1 FURNIVAL STREET, E.C.4 
HOLborn 8841 


EDITORIAL LAYOUT ARTIST and 
Typographer offers art service for any 
type of publication 
Box 7172 Ad. Weekly 180 Pleet St BOS 


GOVA LIMITED are always pleased to 
consider designs fer Chrisumas, novelty 
packaging for perfumes anc cosmetics — 
pictorial themes preferred. Advertising 
Manager, Goya Lad., A Bucks. 

WITH THE BRIEFEST BRIKFING we 
will write, design, produce compelling 
literature that puts your proposition 
soundly | imo prin, Highest 

M 


IT’S SPRING 
Are your buds of promise developing ? 


for free consultation. 
My experience is rich, my ideas are fertile, 
LET’S GET GROWING 


Box 7195 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE TYPOGRAPHER (woman), 
press ads., catalogues, ctc., desires 


chanez. 
Box 7015 Ad. Weekly 180 Fleet St BO4 
“HAND - PICKED” SECRETARIES, 
TYPISTS, Telephonists and all other 
office staff.—The Wigmore Agency, 67 
Wigmore St.. W.1, HUNter 9951/2/3. 
SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 
Excel House, Whitcomb Street, 
W.C2. WHiichali 5924. 


ACCOUNT SECRETARY 


Age 30. Long experience with 
London Studio and Advertising 
Agency. Experienced in costing, 
accountancy and Secretarial Duties. 
Seeks similar position with large 
Studio or Assistant to Accountant or 
Secretary of Advertising Agency in 
London or abroad. 
Box 7201 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING IMPROVER. Young man, 
22, seeks position in small studio 
Box 7193 Ad, Weekly 180 Pieet Si BC4 

STUDIO MANAGER.-ART BUYER posi- 
tion desired where organising and 
artistic abilities would be appreciated. 
Box 7221 Ad. Weekly 180 Pleet St EO4 

GOOD ALL-ROUND ARTIST—/gure, 
creative, lettering, scraper. 20 years’ 
experience, Studio, —— a situa- 
tion in Central London 
Box 7224 Ad. Weekly 180 F Fleet Ss BOS 

PERSONABLE, youngish business woman 
desires change of job. Copy and cap- 
tion writer, capable organiser of 
demonstrations, cxhibitions, etc Ex- 
perience touches fashion, films, adver- 
tising, research and engineering. 
Responsible “second” to public rela- 
tions officer or cquivaient, 

Box 7222 Ad. Weekly 180 Pleet St BOS 

STUDIO MANAGER, experienced Lon- 
don agencies, desires change 

Box 7203 Ad. Weekly 180 Pleet St BOS 


‘Phone your Classifieds 


A GIRL OF 18 wants position doing 
creative and colour work in mana 
Studio. Some evious experie 
Box 7218 Ad. Weekly 180 Fieet ‘ se | 


CAPABLE. MAN (32), Public School, 
with 6) years’ Managerial experience 
letterpress printing and knowledge of 
other processes, desires responsible post 
in Advertising or Publishing 
Box 7223 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED ALL-ROUNDER 


(inter. LLP.A. Exam.) 
Wants « position anywhere in Britain oF 
abroad, latter preferred. 7 years with 
incorporated Agency, much travelled. 
Present salary £700 P.A. Age 27, married 
Anything worthwhil Vd ge 


on request. Write 
Box 7189 Advertiser's Weekly 180 Fleet Street EC4 


ACCOUNT EXECUTIVE, handie top 
accounts add new accounts top execu- 


tive 

Box 7209 Ad. Weekly 180 Fleet St BO4 
ADVERTISEMENT MANAGER, carly 

thirties, carning four-figure income, 

desires progressive appointment trade or 

— journals 

Box 7202 Ad, Weekly 180 Pleet St BO4 

STUDIO MANAGER, mid-30s, fully 

experienced, requires change. Would 

consider any executive position, Four- 

figure salary required. 

Box 7192 Ad. Weekly 180 Pleet St BC4 


PRINTERS 


OLD ESTABLISHED, well-equipped 
firm of Printers with solid reputation 
for good clas work and prompt 
service, has capacity for enall monthly 
journals. Enquiries promptly atuended 
t. Telephont: Bishopsgate O881 oF 
wrie wo Lynn & Co. (Primers) Led., 
7/9 Princelet Seeet, London, E.1 


SPECIAL ANNOUNCEMENTS 


W. PARTRIDGE for all commercial an 
holomew Close 


now at 61 Bart . BCA. 
MONarch 1847, 


dest free-lance 

Offices Teed London 

Box 7120 Ad. Weekly 180 Pleet St BOS 
MALL BUT WELL-ESTABLISHED 
ARTISTS’ AGENT representing scraper - 
board artist of outstanding — 
would like to represent another 
free-lance basis, Constant inquiries | tor 
this type of work. Write 

Box 7061 Ad. Weekly 180 Pleet St BOS 


WANTED. Author to collaborate with 
artist on children’s humorous books, 
Box 7200 Ad. Weekly 180 Pieet St BOS 


BUSINESS OPPORTUNITIES 


QUOTATIONS WANTED for supplying 
and printing (rotary) 12-pase 
newspaper 70,000 copies. London area. 
Box 7187 Ad. Weekly 180 Pleet St ee 

ADVERTISEMENT CONTRACTORS 
wish to appoint a person or firm with 
entry to Advertising Agents and firms 
more especially associated with Motor- 
ing, Cycling and Allied Trades. Details 
should be som in first instance w 
D.M. Led., 15-15 Sudley Chambers, 
Bognor Regis 


ACTIVE DIRECTORSHIP RED 
with enall, growing Agency. Over 15 
years’ experience all phases of adver- 
tising with leading London Agencies 
and as advertising manager with inter- 
national Company. Invest £500/£1,000, 
Capable tw conduct all inside Agency 
work. Strict confidence observed, 

Box 7180 Ad. Weekly 180 Pleet St BOS 


ADVERTISING CONSULTANT with. a 
number of small, steady accounts would 
like w join forces with another or 
with studio or amall advertising agency 
with accommodation to offer 
Box 7183 Ad. Weekly 180 Pleet St BOS 


TRADE OR TECHNICAL journal oe 
Prictors contemplating retirement 
invited by expanding publishers to offer 
outright sale of imerest with view wo 
future management Sewell Publica- 
tions Lid. Ludgate Circus, B.CA, 


QUOTATIONS WANTED for printing 
Xmas Annual 30,000 copies, 5,000 run 
on; Royal Quarto, 112 pages printed 
black ink on s/c paper; 4-page covers 
printed two colours art paper; wire 
stitched. Bulk delivery London. 

Box 7186 Ad. Weekly 180 Fleet & BOS 


SPACE SALES. Representative residing 
Cemral London (own equipped office) 
giad w consider additional represent- 
ation Communications strictly con- 
fidential to 


Box 7042 Ad. Weekly 180 Fleet S& BOS 


fs MISCELLANEOUS 


TRANSLATIONS BY EXPERTS. Pub- 
| lieity material, sales literature, tech- 
nical leaflets, instruction manuals. All 
Tremslation Service 149 Blythe 
5 RiVerside $135. 
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ADVERTISER'S WEEKLY Tuurspay, Apri 1, 1954 


S. a copy 
52 a year 
Post free 
55/- (overseas) 


STOP PRESS 


“GREAT CONCERN’ 
OVER NEWSPRINT 


Possibility of newsprint rationing 
continuing throughout next year is 
mentioned by Newsprint Supply 
Company in statement on Govern- 
ment’s newsprint decision (page 44). 

Supply Company consider: 
“Effect of decision is that it is 
impossible to make firm contracts 
for additional supplies needed next 

| year, and prospect of fixing «a 
| definite date for removal of news- 
print rationing disappears. it 
sellers’ market continues the Gov- 
ernment’s decision, even if favour- 
able, may well be too late, and 
opportunity now offered will be 
lost, with consequence that news- 
| print rationing will have to con- 
tinue through 1955. 

“The Board regard this situation 
with very great concern. In_ this 
they are certain that they represent 
attitude of newspaper press as a 
whole, and they are continuing to 
press the Government for a decision 
that will enable the present con- 
trols to be brought to an end at an 
early date.” 

There is no change in the news- 
print ration for 12-week period, 
April 4-June 27. Newsprint saved 
on Good Friday may be used at 
any time during that period. 


IPA ELECTIONS 


| Members elected to council of 
the Institute of Incorporated Prac- 
titioners in Advertising. Repre- 
senting incorporated practitioners: 
N. Gordon Boggon, P. F. Clarke, 


» , , J. W. Hobson, A. Everett Jones, 
If you or your clients sell Timber you cannot J. P. McNulty, Hubert A. Oughton. 
| H. G. Saward, C. Harold Vernon. 


a es alin a cial i ace we! | te Sa 


Representing registered practi- 
tioners: John Fergus, F. Rowlin- 


do better than uue WOODWORKING 


# son. Representing fellows and 

associates: Brian F. MacCabe, 
e INDUSTRY —the Technical Journal of the a a ee ee. ee. ee 
, 


Woodworking Trades—for your advertising. Joining Napper, Stinton, Woolle 
a Neill Renton, bow ae wit 
. Haddons, as copy chief; Norman 
[t is read and respected by the men who use W. Swift, formerly with D.D.W.S.. 
as senior visualiser; and David 
aes . . Datta, from Keymers, as copywriter. 
Timber every working day and for whom Bill Mason, N.S.W. print buyer. 
. promoted to production manager. 


Timber is a basic business-building commodity Howard Organization announce 


that arrangements have been made 
with Office Dourdin d'Etudes de 
Marché (Paris) for establishment of 
an association enabling interchange 
of market statistics and information 


Published monthly by TRADE CHRONICLES LTD., !80 FLEET ST., LONDON, E.C.4. Tel.: CHAncery 8844 | 
| for clients and advertisers selling to 


continental markets. 


WOODWORKING 
INDUSTRY — (he Vechnical Journal of the Woodworking Trades 


Memorial service to late H. F. 
Crowther, director, Rumble, Crow- 
ther & Nicholas, to be held at St. 
Dunstan’s-in-the-West, Thursday, 
April 8, at 12.30 p.m. 


Published by the Proprietors, BUSINESS PUBLICATIONS Ltd... a their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
April 1, 19454 Printed in England by Keliher, Hudson & Kearns Lid., 15-17 Hatfields, London, S.E.1 
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